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This Week’s News In Brief 


Did you know that almost 50% of the nation’s 
appliance dealers sell electric shavers? Whether 
you do or don’t, you’ll be interested in Sunbeam’s 
spring promotion plan (p. 6), a nine-point package 
to spotlight shavers, including a new one just for 
women. 

Speaking of new products, have you heard that 
Stromberg-Carison is jumping into the middle 
range stereo market with a $199 model (p. 4)? It 
should be just in time to take advantage of the 


rise in stereo sales shown in our First Quarter 
Survey (p. 1). 
The sounds of spring from the radio industry 
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echo seasonal, and welcome, optimism. For a spe- 
cial first-quarter report on radio see p. 8. The 
story will give you a good idea of what to expect 
for the rest of 61. 

They have appliance shows in Europe, too. The 
latest was in Paris, called the International Appli- 
ance Exposition of the Salon des Arts Menagers 
and was held in the Palais de la Defense (p. 2). 
Thousands of European dealers came to see what 
was new in displays of American and European 
products. 

Income tax time is here and EM WEEK gives 
you some tips on phony tax experts (p. 11) which 
could save you trouble and money. You can be 
held responsible for the results of questionable 


UPSWING’S 
‘ALREADY 
STARTING 


practices of these phonies. 

The housewares industry is questioning an- 
other practice—dealer spiffs (p. 6). Like ’em or 
not, you ought to know how and why they work, 
and how they affect housewares sales. A nostalgic 
look at the good old days, before such problems, 
can be had at B. Altman’s in New York. The 
housewares department, during the store’s Ameri- 
cana-1961 celebration, has been turned over to 
the polish and glow of Early American home prod- 
ucts (p. 6). 

And once you’ve got taxes, spiffs.and your first 
quarter settled, it’s time to take a refresher course 
with EM WEEK on planning ahead for the rest of 
the year (p. 8). 
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WASHINGTON 


MORE CONSUMER VOICE IN BUSINESS REGULATION? 


LOOK 


The: Kennedy administration is considering 
methods to do this. But this has upset such 
business groups as the U. 8S. Chamber of 
Commerce, which feels that adding another 
agency would merely compound delays that al- 
ready plague regulatory commissions. The ad- 
ministration says, “Have no fears.” 

Presently contemplated is a small staff in the 
Council of Economic Advisers to coordinate fed- 
eral consumer functions and keep the President 
and various government agencies advised on 
such matters. 

This group, under current plans, would not 
encroach, for example, on the authority of the 
Federal Trade Commission to check deceptive 
advertising and packaging. It might, however, 
call specific problems in this and other areas to 
the attention of the FTC. 

Drawing up recommendations is Mrs. Persia 
Campbell, Queens College economics professor 
and former consumer counsel to Gov. Averell 
Harriman of New York. She is slated to join the 
staff of the Council of Economic Advisers as con- 
sumer representative. " 


FOR FIREWORKS FROM SENATOR KEFAUVER 
(D.-TENN.) during his April 13-14 hearings on 
price fixing in the electrical equipment industry. 
He’ll have before his Senate antitrust and mo- 
nopoly subcommittee executives of the 29 com- 
panies involved in the recent Philadelphia court 
case. 

Kefauver will try to bring*out details of the 
price-fixing “conspiracy” that never were made 
public because the firms pleaded no contest and 
the case didn’t go to trial. 

Kefauver also will try to prove (1) that price 
fixing continues in the industry, perhaps even 
to the level of consumer items, and (2) that top 
officials of the firms were parties to the “con- 
spiracy” despite their denials. ® 


A VAST NEW MARKET FOR HOME APPLIANCES AND 


FURNISHINGS will open when Congress approves 
(as now seems fairly certain) President Ken- 
nedy’s new housing program. Officials hope the 
program, aimed chiefly at stimulating urban 
housing for middle- and low-income groups, will 
catch on quickly. Private lending institutions 
have shown signs of interest. 

There are two significant departures in the 
program. Kennedy wants to extend FHA insur- 
ance to cover no-down-payment, 40-year mort- 
gages on low-price housing—something avail- 
able now only to families displaced through 
urban renewal or other federal action. He also 
requests authority for $10,000, 25-year, 6% in- 
sured loans to conserve and rehabilitate existing 
housing. e 





srory Dealers Expect 


Business was down the first quar- 
ter of the year and very few were 
denying it. But the majority of deal- 
ers EM WEEK talked to were optimis- 
tic—and many said they thought 
we'd hit the bottom and were al- 
ready on the way back up. 


Spring and the better weather had 
something to do with it. Buyers were 
emerging cautiously and shopping 
carefully—mostly for middle-of-the- 
line basics. But they were shopping. 
And as Ed Duddy, co-owner of Bil- 
lingsley and Duddy, Inc., Atlanta, 
said: “We are optimistic, because 
whenever the weather is good for a 
few days . . . things sort of break 
loose.” And some areas reported a 
surprising increase in sales of high- 
end stereo and TV and other luxury 
items, evidence, those dealers said, 
that the money is there. Many felt 
that what the business needs is more 
encouragement and less_ recession 
talk to get the ball rolling. And there 
are signs that it’s happening: A typ- 
ical comment came from Harry 
Cohen, sales manager of Appliance 
City in Cleveland: “Business is 
starting to go now, and we expect a 
good pickup about mid-April.” 


The average business estimate for the 
quarter was a 10-12% drop from 
first quarter 1960 figures. Figures 
ranged from an increase of “at least 


25% ahead for the entire first 
quarter” reported by A. E. Cobb, 
manager of Avalawn Radio and Ap- 
pliance in Dallas, to a 75% decrease 
estimated by Jack Hochman, mana- 
ger of Service Tire Co. in Detroit. 
But Hochman also said, “I think 
we've passed the lowest point of the 
recession and business will begin in- 
creasing. Many people have income 
tax rebates that they are willing to 
spend...” 

January was the big month in the 
quarter. Many dealers had consid- 
erable increases in January over the 
first month of 1960. Then February 
sagged, and March, which started off 
big, was hit both by taxes and 
Easter, when, as Russ Carlson of 
Carlson’s, Santa Monica, Calif., 
said: “People started shopping for 
clothes.” 


The profit picture was encouraging. On 
the average, profits and margins 
were comparable to last year’s, and 
those dealers who reported the big- 
gest sales drops also had the largest 
profit and margin fall-offs. Dealers 
evidently are selling hard to main- 
tain profit levels in the face of the 
early business lag. Said Frank Kirby, 
owner of Anniston Electric Co. in 
Anniston, Ala. (who had a slightly 
better quarter this year than last): 
“The reaction of our personnel to 
the challenge of the economic slump 








Appliance Show 
European Style: 


The recent International Appliance 
Exposition of the Salon des Arts Mena- 
gers (household arts) was held in Paris. 

Thousands of visitors thronged the 
vast Palais de la Defense (see picture at 
right), which housed the huge show for 
the first time. What did they see? Ex- 
hibits like the ones shown below, dis- 
playing the latest developments in Eu- 
ropean and American major appliances 
and a wide variety of small appliances. 

In connection with the exposition, an 
international symposium.-of appliance ex- 
perts, including EM WEEK Editor Laur- 
ence Wray, discussed manufacturing, 
marketing and distribution (EM WEEK, 
March 13, p. 2). 
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Familiar companies such as Bendix, General 

































Electric and Kelvinator rubbed shoulders 


on the floor with not-so-familiar European appliance manufacturers. 
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The Palais de la Defense, just outside of 











April-May Upturn 


has been wholesome. We all agree 
that a really aggressive, hard-hitting 
program can make us competitive 
not only with other dealers but with 
the economic trend itself.” 


What sold best? In white goods, mostly 
basic major appliances. Refrigerators 
and laundry equipment were men- 
tioned most often. And the middle- 
to-high-end pieces were moving well, 
a good indication that people are 
buying carefully, but that they also 
have the money to spend. 

In brown goods, low-to-middle TV 
and high-end stereo held top spots in 
sales. And several areas reported 
sales surges in color TV. Said Dean 
Cowger, general manager at Western 
Appliance Co. in San Jose, Tex., who 
reported that color TV sales were 
up: “All you have to do is have a 
customer see ‘Bonanza’ and a color 
TV set sells itself.” 


Estimates of inventories showed on 
the average that dealers had reduced 
inventories from last year, but only 
slightly. Dealer comments ranged 
from, “Our inventory is purposely 
very low—about half of what we 
consider normal,” (Atlanta) to, “The 
average retail dealer of any magni- 
tude . . . had a good inventory,” 
which came from Bruce Pensler, 
merchandise manager of Dorn’s 
Stores, Inc., Los Angeles. 


Inventories depend in large part 
on area. Air conditioner sales have 
gotten a good start, and so dealers 
in warm areas have higher inven- 
tories. Morton Low in Miami said 
his inventories were “the biggest 
ever.” Mel Rosenstein of Franklin 
Stores, Miami, said that inventories 
were “very shallow,” but he has been 
buying lately to bring his housewares 
stock up to 60 days. 


Dealer suggestions on how the indus- 
try could pull itself out of the slump 
ranged from the “they can’t do any- 
thing” of a Dallas dealer to. recom- 
mendations for more aggressive ac- 
tion on all levels. 

There was much criticism of the 
continual recession talk. Many felt 
that the problem was psychological, 
that people will begin to buy as soon 
as there is more confidence in the 
economy. Said Mrs. Ann Martin, 
manager of major appliances depart- 
ment at Welein’s for Music, New 
Orleans: “‘A few months ago Ken- 
nedy was talking about depressed 
areas, but now that some of his pro- 
grams are going through, his talk is 
becoming more optimistic, and things 
will pick up.” 

Some dealers called for more co- 
operation from the manufacturers. 
Said A. C. McGowan, manager of 
Ford Furniture Co., Dallas, “I think 

Continued on page 27 
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The Hoover space was a focal point, 
with both vacs and washers on display. 
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No round shoulders in sight at the Fri- 
matic, Linde and G-E refrigerator booths. 
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EAST ... WILMINGTON, DEL. 
—Although many appliance deal- 
ers have been crying the blues, 
bright spots developing just be- 
fore Easter hinted of a business 
upturn. 

Lawrence W. Riggs, appliance 
manager at McDaniel, Inc., 
noted a pickup in sales of laun- 
dry equipment, including the 
1961 lines. He said air condi- 
tioners had started to move, too, 
and that sales of ranges were 
just about normal. Inventories 
were good and prices firm, he 
added. 

Sales the first two months of 
1961 were ahead of last year, 
reported James D’Angelo Jr. of 
Colonial Television and Appli- 
ance, Inc. He said color TV had 
been just fair, but that refriger- 
ator, washer and dryer sales 
have been good. Promotions, 
however, have not been pulling 
well, he added. Dealer Lou 
Dougherty found that service 
business had been good in tele- 
vision and radio. 

Alfred Rawlins of Rawlins & 
Kinkade said that sales of color 
television have eclipsed black- 
and-white sales since the first of 
the year. Other appliance items 
have been spotty. 

“It was slow in coming, but 
I’ve noticed a pickup in busi- 
ness,” said Harvey E. Hall, 
whose appliance store is in a 
suburban shopping center. 


MIDWEST . . . KANSAS CITY, 
MO.—Retail dealers here re- 
ported 2% to 15% gains in total 
sales volume for appliances in 
the first quarter of 1961 over 
the same period last year. 

Across-the-board sales of all 
categories of appliances for 
March as against last March 
either were holding at the same 
level or experiencing a 2% to 
3% increase. 

The large outlet reporting 
15% quarterly gains attributed 
it all to sales in Magnavox tele- 
vision and stereo. Sales in these 
two divisions were described as 
“very good” for March and 
“excellent” for the quarter in 
comparison with last year. 

Joe Sherry, acting manager of 
the appliance department at 
Jenkins Music Co., said radio 
and television sales had gone 
ahead about 6%, with a 2% 
fall-off in refrigerators. Ranges 
were reported at “a standstill.” 

Jack Boring, head of the Jack 
Boring Co., said his concern was 
ahead for March over last year. 

Albert Bell, general sales 
manager of Albert Bell’s Mid- 
West Appliance Co., was pessi- 
mistic. 

“We are 45% behind the same 
quarter last year and I can’t 
guess why,” he commented. “Our 
business has been very poor in 
radio and television, medium to 
poor in refrigerators, and aver- 
age in stoves. Business is hor- 
rible.”’ 


SOUTH ... ST. PETERSBURG, 
FLA.—A slow housing market 
and unemployment have cut area 
electrical appliance sales between 
15% and 25%, but dealers were 





“keeping our fingers crossed” 
for an upswing in April. 

Paul Roulstone of Raybro 
Electric said business hadn’t 
slacked in the past three months, 
but still was below last year 
during the same period. He said 
President Kennedy’s programs 
may stimulate consumer spend- 
ing, that “people have money, 
but they are afraid to spend it.” 

James E. Cataldo of Tyree’s 
Inc. said sales were off about 
15%. He saw an upswing in 
April when air conditioner sales 
should begin. Cataldo said the 
general economy of the nation 
was responsible for his sales 
drop. 

R. Withers Lee, owner of Todd 
Hyatt, said some houses have 
been started in the area, but ap- 
pliance dealers wouldn’t feel the 
impact for about 90 days. He 
estimated a drop of 15% in 
sales for this time of year, but 
was optimistic about future 
months. 

D. I. Booska, sales manager of 
R. H. Hall Co., said sales are off 
25% and that he had had no in- 
crease in business since the first 
of the year. 


SOUTHWEST . . . ALBUQUER- 
QUE, N. M.—Caution about the 
plans of the Kennedy adminis- 
tration, pre-Easter concentration 
on clothes-buying, and the open- 
ing of a $9 million shopping cen- 
ter near here all influenced ap- 
pliance sales. 

Winthrop Rockefeller’s new 
Winrock Shopping Center in- 
cludes a  225,000-square-foot 
Montgomery Ward _ branch— 
easily New Mexico’s largest 
store. In a choice location seven 
miles from downtown, Wards’ 
appliance department cash regis- 
ters have jingled busily since the 
mid-March opening, and com- 
petitors were hoping the ‘“nov- 
elty” of the new center soon 
might wear off. 

Trends in appliance stores re- 
mained spotty. Some stores re- 
ported they were slightly ahead 
of last year’s pace; others ack- 
nowledged minor decreases, but 
looked for an upturn by mid- 
summer. 

Gene Stenger, manager of 
K&B Appliance, said his annual 
Magnavox sale produced “very 
good” results in March. Washers 
and refrigerators sales were 
“fair.” Sales for the month were 
3% to 5% behind an “excep- 
tionally good” March, 1960. At 
Sears, Roebuck’s two stores— 
perhaps hardest hit by the new 
Wards—John Galloway noted 
“slight decreases in all appli- 
ances,” yet hoped to break even 
with last year if the predicted 
upturn materializes. 

Mel Ross of Griffith’s Appli- 
ances said Maytag laundry and 
Zenith television and_ stereo 
sales had increased somewhat, 
but March business was off i5% 

Bill Smith of Billco’s said 
sales of G-E and Westinghouse 
appliances were a bit ahead of 
1960 despite a pre-Easter slump. 
Smith told EM WEEK that he was 
expecting 1961 to be a “good 
year” at his store. 
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AHEAD 
IN THE NEWS 


WESTINGHOUSE STOCKHOLDERS TRIED TO BOUNCE 


President Mark Cresap Jr., Chairman Gwilym 
Price and other executives at the company’s an- 
nual meeting. Reason: Involvement in electrical 
equipment antitrust violations. But the mutinous 
motion was resoundingly defeated, 27,510,498 
shares to 65,976. Before the abortive ouster at- 
tempt, Cresap told holders that 1961 profits 
would be squeezed even tighter than 1960’s were. 
But he said he “hoped” 1961 appliance sales 
would “equal or slightly exceed” last year’s 
levels. * 


FM DAY will kick off the National Assn. of Broadcasters’ 


39th annual convention May 7. Other highlights 
of four-day conclave: Speech by Newton Minow, 
new Federal Communications Commission chair- 
man, talk of multiplexing by Harold Kassens of 
FCC’s broadcasting bureau. a 


RADIO SHIPMENTS FROM JAPAN WERE DOWN in Janu- 


ary, radio-phono combos were up. McGraw-Hill 
World News, Tokyo, reports Japan sent 157,447 
radios with three or more transistors (worth 
$1,959,575) compared with 170,983 (worth $2,- 
554,000) in January, 1960. Radio-phono combos 
jumped to 3,454 units (worth $104,500) in Jan- 
uary compared with 1,415 last year ($33,061). 
Japan sent 1,937 21-inch TV receivers ($97,002) 
this January, sent only one last January. * 


OFFICIAL CHECK PRICE ON JAPANESE RADIOS has all 


but disappeared, but MITI will refuse export 
licenses if price is too low. Floor price was $11; 
MITI intimates $7.50 is about as low as it cares 
to allow, but don’t be surprised if some radios 
are shipped for $6. MITI also has magnani- 
mously liberalized its import restrictions on 14- 
inch black-and-white TV sets, record players and 
household sewing machines. ® 


ITALY JUMPED INTO GREASELESS FRYPAN FIRE this 


week, throwing first competition at France’s T- 
Fal skillet which created a stir here in December 
(EM WEEK, Feb. 6, p. 7). Big Abraham & Straus, 
Brooklyn department store, grabbed the $6.95 
AlgoFlex unit and also removed Sterns, Macy’s 
New York exclusive on this newest fry-without- 
grease cookware feature. . 


WATCH FOR OPERATION SNOWBALL, Corning Glass 


Works’ big television campaign, to melt down to 
series of local promotions. Motorola has refused 
to contribute to Corning’s war chest; Zenith and 
Philco will donate a few sets to first formal pro- 
motion in Peabody, Mass., shopping center 
later this month. Promotion in Kansas City 
with NARDA, K. C. Electric Assn. support, is 
now set for September. Corning also has mailed 
out holiday promotion kit, will follow up with 
1961 idea file with 61 ideas to help dealers sell. = 





Pines 


NORGE PUSHES The method: An exposition at Foley’s, Houston, where 
public could test new coin-ops with their dirty clothes. 

DRY CLEANING At kick-off were, from left: Ed Kate, Norge commercial 
division sales manager; Calvin Guest, Earl Cunning- 
ham, Norge dry cleaner distributors; W. H. Wood, 
domestic appliance distributor; Walter Cuevas, buyer, 
and Robert Kaim, vice president, both of Foley’s. 





Stromberg’s New Aim: 


Armed with a new line and new 
prices, Stromberg-Carlson is plung- 
ing into the volume end of the stereo 
hi-fi console business. 


Present plans: The new 26-unit 
“Young America Series” starts at 
$199.95—a record low for Strom- 
berg—and runs to $495.95. First 
combination in the line goes for 
$279.95. 

The line, which will be available 
on a selective dealer basis, according 
to Howard W. Hibshman, national 
sales manager for consumer prod- 
ucts, is designed to complement 
Stromberg’s regular, higher-priced 
“Integrity Series.” 

And if dealers stick to minimum 
suggested resale prices, they’ll turn 
up with margins ranging from 
about 35% on the low end of the 
line to a high of 42.7%. 

The line represents a major de- 
parture for Stromberg. 


In the past, Stromberg, plus Fischer, 
Ampex and Pilot have fought for the 
high-end market. But with other 


companies (Zenith and Motorola, for 
example) now scrapping for a share 
of that market, S-C has shifted 
strategy and started to shoot for the 
volume end. Right now, Stromberg 
officials figure, units priced $400 
and up cover only 14% of the stereo 
market. The route for new business 
was obvious. 

As price pressure on stereo has in- 
creased, Stromberg has been forced 
to move with the trend. At last 
year’s Music Show, the company 
came up with a new low of $285 in 
order to remain competitive. In 1959 
the low-end price was $349. 


The future: Stromberg has already 
shown the new line to key accounts 
—mainly department store buyers— 
from all over the country at a spe- 
cial meeting in Rochester, N. Y. And 
the reception was “very, very, good,” 
reported Arthur J. Hatch, vice pres- 
ident. 

But this is just the beginning, 
hinted one Stromberg official. The 
company has looked at television, for 
example, but has no firm plans now. 





Motorola Makes Hottest Radio Bid 


Headliner at last week’s Motorola 
distributor meeting was a new six- 
transistor short pocket radio that 
weighs in at 7 ounces and sells for 
under $20 at retail. The X23 leads a 
list of eight models—three minia- 
tures, three bigger pocket models 
and two “personal” portables. 


Price range is $19.95 to $49.95. 
Features include, in the X31, a 4- 
inch speaker and oversize ferrite an- 
tenna. All sets have earphone jacks 
and offer color choices—blue, black 
and violet for the X23. 

Motorola came into this transistor 
line touting 1960 sales. S. R. Herkes, 
vice president for consumer products 
marketing, said transistor radios 
jumped 10% in _ 1960, imports 
and recession notwithstanding. This 
made 1960 a record year in this 
category, Herkes said, for the sec- 
ond time in a row. 

“More than competitive’ was 
Herkes’ term for Motorola’s radio 
prices, and this was the reason for 


the good showing. This year, he said, 
prices are substantially below last 
year’s line, model for model. 


Distributors had good news at the 
Chicago meeting: 

From Denver: ‘Construction and 
new home starts are definitely on 
the upgrade. The year as a whole will 
be good. Our total volume so far is 
ahead of last year,” said Bill Lujan 
of Denver Allied Applianée. 

From Minneapolis: “We antici- 
pate the agricultural trade—40% 
of our market—to be the best in 
years,” said G. Forster, Forster Co. 

From Detroit: “We’re due for a 
mood lift and we’re doing things to 
get it,” said J. B. Charters, J. B. 
Charters, Inc. Charters made plain 
he was going on feelings and that 
the main “action” is more hustle, 
more calls. 

From Milwaukee: “High-end TV 
sales are just as good as last year,” 
said Art E. Kronenberg, Dykro Dis- 
tributors, Ince. 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE ! 


THIS IS 


HIGH 
NOON 


IN ONE OF OUR 


PLANTS 

















Sure .. it's lunch time. but not for these three! Each 
day at high noon the division heads of engineering 
manufacturing and quality control meet in the Customer 
Acceptance Laboratory They take random samples 
just prior to crating and search tirelessly for possible 
improvements. Their purpose? Another check on quality 
performance even though quality control people ‘every 
tenth person in our entire factory work force’ review 
in detail the product’s adherence to quality standards 
throughout the day. You see, we are convinced that 
quality performance brings satisfied customers who, in 
turn. are the best salesmen for RCA WHIRLPOOL ap- 
pliances. That's why we say, “Your greatest asset 
is our quality performance!” 


— 


CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers ¢ Vacuum Cleaners. 


Use of trademarks @Q and RCA authorized by trademark owner Radio Corporation of Americo 
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THE PAST RETURNS 
AS ALTMAN’S SALUTES 
EARLY AMERICANA 


The patina of antique woodenware and copper utensils takes the spotlight away from 





the luster of modern stainless steel and plastics in the housewares department of 
B. Altman’s, New York, during the store’s two-week Americana-1961 celebration. 
Talks and demonstrations are being offered as part of the storewide event, which 


ends April 15. 





Spiffs: Selling Tool... Or Bribe? 


Many housewares distributor and 
factory salesmen regard spiffs or in- 
centive programs—the terms are 
synonymous—as a little of both. 

These salesmen are discovering 
that in the sharply competitive 
housewares field—particularly elec- 
trics—it’s not enough to sell your 
product to the store buyer and then 
sit back and wait for it to be sold. 
In their opinion the success or fail- 
ure of a product very often rests 
with the salesclerk and it’s a wise 
salesman who makes’ sure. she 
‘“‘pushes”’ it. 

Spiffs or push money, widely prac- 
ticed in the major appliance field, is 
still looked on with suspicion by 
some housewares men. The strongest 
protests against spiffing have been 
voiced by housewares buyers. In 
their opinion the store loses control 
over its sales help when clerks ac- 
cept push money from a distributor 
or a manufacturer. 


Why Spiff? There are many reasons. 
Today stores carry a wide variety 
of a single product. There are more 
than a score of can opener manufac- 
turers, more than 40 coffeemaker 
producers, an increasing number of 
air purifier makers. The consumer is 
confused. Often it is the salesclerk 
who makes the buying decision for 
the shopper. Manufacturers found 
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this out and began to offer demon- 
strators to the large volume stores. 
These demos, paid either wholly or 
in part by the manufacturer, gave 
the producer’s products a selling ad- 
vantage over those of his competitor 
which weren’t demonstrated. 

Producers who didn’t want or 
couldn’t afford a demonstrator, tried 
another method. Their distributors 
and factory men spiffed the uncom- 
mitted salesclerks (some demos act 
as salesclerks also) and offered them 
anywhere from 15 cents to 25 cents 
for each product they sold. Some- 
times the store knew of this and 
sometimes it didn’t. 

Even manufacturers with demos 
“took out a little insurance” and be- 
gan to spiff salesclerks. EM WEEK 
spoke with a number of factory and 
distributor salesmen. They gave 
these reasons for the spiff: 

e@ To sell a greater assortment of 
merchandise. 

e To stimulate product knowledge. 
e@ To make salesclerks aware of 
manufacturer’s products. 

e To insure repeat sales of pro- 
ducer’s products. 


How do spiffs work? Basically there 
are two methods. The first is usually 
an organized incentive program set 
up by the manufacturer for his dis- 
tributor’s salesmen or his retailer’s 


salesclerks. They are offered either 
nationally or to all stores in an area. 

The incentive program normally 
runs for a certain period of time, 
generally 30 to 60 days. Money may 
or may not be involved, but in most 
cases it is not. The factory usually 
supplies the salesclerks and distrib- 
utor salesmen with free merchan- 
dise. These programs are usually 
called sales contests. 

If a manufacturer does offer 
money as an incentive, a check is 
sent to the store or the distributor 
and the buyer distributes the money 
among the salesclerks. The amount 
of money or merchandise offered to 
each salesclerk or salesman is usually 
based on a point system, each item 
worth a certain number or points. 

The second method is similar to 
the first, but generally it is not as 
formally organized or executed. Un- 
like the first incentive program, the 
second method is usually in continu- 
ous operation. The factory salesman 
normally is responsible for setting 
up and operating the spiff program 
in his stores. Money rather than 
prizes is the rule. 


Do spiffs work? Many salesmen say 
that’s no longer the question. They 
point out that spiffing is so preva- 
lent, the salesman who doesn’t offer 
it, is at a disadvantage. 
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Sunbeam Plans 
Shaver Push: 


If you’re one of the 46% of the 
country’s appliance dealers now sell- 
ing electric shavers or the 4% 
thinking about selling them, you’ll 
be interested in Sunbeam’s 90-day 
spring shaver promotion. 

But if you’re not selling shavers 
now, it might interest you to know 
that better than 25% of last year’s 
5,950,000 shavers were sold during 
Mother’s Day, Father’s Day, and 
June wedding and graduation pro- 
motions. 

Sunbeam has two plans to sustain 
the high Christmas-season interest 
in shavers during this spring’s gift- 
giving season. Here they are: 


A 90-day, nine-point promotion has 
been designed that will fit into the 
shaver merchandising plans of both 
large and small dealers, claims Sun- 
beam’s shaver manager, B. H. Mel- 
ton. The nine points included in the 
promotion are: 

1—Orchids offered to dealers at a 
minimum cost, to be used as traffic 
builders with the introduction of 
Sunbeam’s new Lady Sunbeam. 

2—A “full shaver line” offering 
a choice of models for men and 
women. 

3—A liberal delayed dating plan 
for dealers. 

4—-Advertising 
dealers. 

5—Distributor-administered allow- 
ances for local advertising. 

6—A promotional spring pricing 
plan for Rollmaster 333 models. 

7—Planned activities among elec- 
trical utility employees to raise local 
interest in electric shavers. 

8—More full coverage national ad- 
vertising. 

9—A bonus offer that will spot- 
light “electric grooming” through a 
tie-in with the Sunbeam hair clip- 
per kit. 

“This spring activity is designed 
to stimulate our entire line,” Melton 
explained. “For the first time, an 
electric shaver manufacturer is of- 
fering a wide range of electric 
grooming products that can mutiply 
a dealer’s profit potential by supply- 
ing him with a unified promotional 
and advertising program’ that can 
give his store solid impact as a 
shaver center.” 

Melton noted that studies of retail 
patterns indicated that many deal- 
ers whose sales had been either 
negligible or absent during recent 
years have returned to _ electric 
shaver merchandising during the 
last six months. “Many of these 
dealers have reported that their re- 
cent shaver profits compared favor- 
ably with other merchandise, and 
that shavers shared with clocks the 
role of a leading traffic builder,” 
Melton said. 


allowances’ for 


Plus a new product—The Lady Sun- 
beam (LS-5)—featuring a built-in 
light to guide vision and give more 
comfort and convenience in groom- 
ing, has been introduced in time for 
the spring gift season. Melton told 
EM WEEK “Our analysis of the break- 
through points in electric shaver 
sales since the 1930s indicated that 
sharp sales upturns have invariably 
followed product innovations that 
stir the imagination of consumers.” 
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| HOUSEWARES 


LOOK FOR A NEW MARRIAGE OF stainless steel and alu- 
minum for use in cookware. Aluminum Specialty 
Co., Mardigian Corp., and West Bend Co. cur- 
rently are testing cookware made of a laminate 
of these two metals. The companies won’t say 
when they’ll be ready to market the new cook- 
ware, but they did reveal they have been working 
on the process for some time—West Bend “for 
several years.” The laminate, which blends 20% 
steel with 80% aluminum, is less expensive than 
the stainless steel but more expensive than the 
aluminum. * 


“THE UPTURN SHOULD START AT THE END OF APRIL, 
with business definitely getting better by June,” 
says H. W. Hoover Jr., president of the Hoover 
Co., in the April issue of “Dun’s Review and 
Modern Industry.” Paul M. Hammaker, Mont- 
gomery Ward president, is equally optimistic; 
sees recovery rolling by May. * 


A THREE-WAY INCENTIVE PROGRAM by Northern Elec- 
tric Co., Chicago, on its Crestwood electric blank- 
ets is hot now: (1) a blanket and display stand 
will be given free with each 11 blankets ordered 
before April 15; (2) dealers who buy six blank- 
ets only get the stand; (3) clothing ranging all 
the way from mink to ski togs will be offered as 
incentives under a point system to distributors’ 
salesmen. * 


UNDILUTED SUMMER DRINKS are the best kind, accord- 
ing to the new counter display which Cory Corp. 
is using to sell its $9.95 Pere ’n Cool. The display 
features a glass percolator and a serving de- 
canter equipped with its own cooling tube to keep 
melting ice from diluting those refreshing patio 
punches. * 


A NEW COMPACT LIGHT BULB BY WESTINGHOUSE is 
20% smaller than standard frosted models, is the 
same price but gives 6% more light. The reason? 
A newly designed vertical tungsten filament 
(conventional bulbs use horizontal filaments) 
previously used on the higher-priced New Shaped 
Eye Saving “white” bulb. ® 


SMALL APPLIANCE REPAIR IS MADE EASY by Jack 
Darr’s new book “How-To Repair Small Appli- 
ances,” $2.50, published by Howard W. Sams & 
Co., Inc., Indianapolis. It describes how 15.small 
appliances work, how to fix their most common 
failures. ~ 


“WE’LL FURNISH THE MACHINE AND THE MATERIAL 
and you can make your own skirt.” That’s the 
theme that the Brother International Corp. is 
using in its current pitch to sell more sewing 
machines. They’re offering a free “do-it-your- 
self” skirt kit premium with the purchase of any 
Brother machine. The kit includes: Wool for 
one skirt; pattern to fit all sizes; and a match- 
ing zipper. a“ 
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Have you seen 
the only hair dryer 
with a brush, 
comb and hood? 


It’s the Ronson Beauty Trio, and it has tremendous appeal to 
women. (Just ask any woman how she'd like a dryer with a 
roomy, adjustable hood plus these attachments: a warm-air 
brush to brush her hair dry, a warm-air comb to set in waves.) 
Not only this, the Ronson Beauty Trio is the only hair dryer 
with a handle that flips out for portable uses. Suggested retail: 
$26.95. Also budget-priced dryer, $19.95 (Ronson Hood 'n’ 
Comb). If you aren’t carrying the Ronson hair dryer, attach this 
ad to your letterhead. Ronson will send you all the facts you 
need to add this profitable item. Appliance Product Manager, 
Ronson Corporation, 1 Ronson Road, Woodbridge, New Jersey. 





















EMERSON’S 
STEREOPHONIC 
FM/AM PHONORADIO 


COMBINATION | 


$ * 
41" NARROW AND AT 299 GIVES YOU WIDE PROFITS 


The world’s first complete entertainment unit—designed to fit into 
any living space—gives you all 6: 1—Big-picture TV*# 2—Com- 
plete Stereo Phonograph 3—Complete FM/AM Stereo Radio 4— 
FM Radio 5—AM Radio 6—Hi-Fi Phonograph/Everything your 
customers want ... at a tremendous promotional price. Write, 
wire or phone your Emerson distributor today! 


4172 sq. in. viewable area. *Suggested list. Slightly higher in some areas. 


EMETSON e252 0001». 
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| APPLIANCE-TV 


G-E GOES THIN-WALL ROUTE, dropping in two re- 


frigeration units with foamed plastic insulation. 
New deluxe 18.8-cubic-foot refrigerator-freezer 
(33%4 inches wide, 67 inches high) will be priced 
“slightly higher” than present top-of-line 15.5- 
cubic-foot box, which it replaces. Low-end 
freezer has 12.2-cubic-foot capacity, is only 28 
inches wide. G-E figures it’s a year ahead of 
other makers on this type of thin-wall, plans to 
extend it through refrigeration lines “in a few 
years.” * 


FTC MOVE AGAINST DECEPTIVE PRICING in the photo- 


graphic equipment industry may be important 
for appliances. Following an increasingly famil- 
iar pattern, FTC mailed questionnaires to man- 
ufacturers and distributors asking for details 
on 1960 price lists and methods of selling and 
distribution. Soon to follow is a similar question- 
naire to dealers. Issue: Whether the “manufac- 
turer’s list price” for products is the usual and 
customary retail price in the trade areas where 
advertising circulates. Three guesses as to the 
answer. * 


-NEW “LOOK” IN PORTABLE RADIOS developed by 


Russian scientists puts volume control, tuner 
wheel, aerial and hearing aid speaker in ear 
frames of eye glasses. Set plays automatically 
when glasses are put on. Our man in Zurich 
passes along Radio Moscow’s pitch to leisure- 
loving sportsmen: “Now anglers can listen with- 
out scaring the fish.” & 


TV AND RADIO DOWN FOR FIRST TWO MONTHS com- 


pared with 1960. Latest EIA total shows TV 
retailers moved 852,073 units in January-Feb- 
ruary, off 22.4% from 1960’s 1,098,540. TV 
production was similarly off 21.1% as makers 
rolled out 812,353 vs. 1,029,947 last year. Radio 
(excluding auto) was off 11.8% at retail with 
movement of 1,246,908 units vs. 1,414.867 in 
two months of 1960. Home radio production suf- 
fered much less—down 3.7% for the two months 
with output of 1,510,000 vs. 1,570,000 last 
year. * 


CHAINS MADE MOVES IN APPLIANCES last week. Giant, 


2,709-outlet Gamble-Skogmo released annual re- 
port, said it piled up “marked increases in unit 
sales” of refrigerators, hi-fi, sewing machines, 
and ran counter to 1960’s trend by staying even 
in most other majors. One part of the Gamble- 
Skogmo family was sold last week: the 107-unit 
Western Tire & Auto Stores chain in Chicago- 
land. The buyer was multi-armed manufacturer 
Republic-Transcon, which now has its own re- 
tail outlet. 

On the variety store front, S. S. Kresge Co. 
and the McCrory-McLellan Corp. joined W. T. 
Grant in test-selling major appliances and brown 
goods. Their new pilot stores are in Atlanta and 
Orlando, Fla., respectively. * 











Radios: What’s Ahead? 


Market indicators were mixed as 
radio headed into the second quarter. 
But manufacturers were sure of one 
thing—the future looked better than 
the past. 

What was making manufacturers 
feel chipper about the future? Thé 
season for portables usually opens 
up the latter part of this month. “It 
happens every spring,” wisecracked 
one executive. 


FM sales brightened the outlook, too. 
“Our $29.95 AM-FM-table model is 
very hot,” reported Morris Sobin, 
president of Olympic Radio and Tel- 
evision. “I wish we had more.” 

The low Olympic price is not typ- 
ical, but Sobin’s response was. All 
around .the circuit, executives were 
planning to take advantage of the 
growing» boom in FM with longer, 
stronger lines for 1962. 


The first quarter was paradoxical. “The 
market seemed to lack spirit,” 
summed up Richard Stollmack, gen- 
eral manager of Transistor World 
Corp. (Toshiba). “Our salesmen are 
complaining about business, but 
when. I add up the figures, I find 
we’re 10% ahead of last year.” 

Where was business going? Al- 
though some industry sources re- 
ported that the transistor radio busi- 
ness was off, wholesale figures for 
the first 12 weeks indicated a strong 
trend to portables (see chart). In 
fact, distributor sales of portables 
topped last year’s equivalent period 
by approximately 100,000 units, with 
portables grabbing 41.75% of the 
mix. Table models accounted for 
29.89%; cloek-radios took the re- 
maining 28.36%. 

First-quarter business got off to a 


The Radio Mix For 1961 





Here’s the shape of the market today, 
based on industry-wide distributor sales 
figures for first 12 weeks of 1961. 


slow start in January, but picked up 
in February when factory, distribu- 
tors and retailers all topped 1960 
totals for the month. 


Factory production reflected the trend, 
too. After holding back in January, 
manufacturers began to boost pro- 
duction the end of February and 
have been running only 4% behind 
1960 totals ever since. 

One thing was clear: The price 
squeeze will continue. “There’s a 
noticeable trend to low-end merchan- 
dise in all categories at the present 
time,” reported Peter J. Grant, pres- 
ident of Sylvania Home Electronics 
Corp. 

Right now, domestic manufactur- 
ers are aiming at $24.95 as the low- 
end for six-transistor radios. For 
example: Philco will soon join the 
battle there. Admiral’s new line 
starts at $24.95. Westinghouse is al- 
ready there. And Emerson goes one 
better, with a seven at $24.95. 





Planning For Profit... 


... (a refresher course). 

With the first quarter behind us 
and tight belts the rule rather than 
the exception (see page 1), the time 
is ripe for a short review of how to 
plan ahead—so you won’t get left 
behind. Here’s EM WEEK’s refresher 
course on how to handle those alli- 
important figures: Sales, costs, 
profits. 


FIRST STEP: Work out a month-by- 
month sales forecast for the year. 
Drawing on past years’ experience 
and your honest evaluation of what 
your store can do, plan sales and 
markup. Then balance those figures 
against the estimated cost of .goods 
sold to find your gross profit margin. 
One month’s forecast might look like 
this: 
Last Year This Year 
Total Sales $44,200 $48,000 
Average Markup 30% 30% 
Cost of Goods Sold $30,940- $33,600 
Gross Profit Margin $13,260 $14,400 


SECOND STEP: Estimate your costs 
carefully, breaking them down into 
two groups: Variable and fixed. 
Fixed costs include things which do 
not depend on sales volume—for in- 
stance, rent, utilities, salaries, de- 
preciation, insurance, fixed ad budget 
and so forth. Variable costs are such 
things as salesmen’s remunerations 
and bad debt or trade-in losses. 

In drawing up your cost figures, 
you'll be able to pinpoint places to 
control costs carefully. For instance, 
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in planning for increased sales, cer- 
tain fixed costs won’t go up (rent). 
Some variable costs will have to rise 
proportionately to the sales increase, 
though (salesmen’s commissions). 
But all variables don’t have to rise. 

For the sake of example, let’s say 
your planned costs for one month 
came out like this: Variable, $5,760; 
fixed, $7,200; total, $12,960. 


THIRD STEP: Draw up your profit 
and loss budget by putting steps one 
and two together. Here’s what one 
month’s estimate should include: 








Amount % 

Sales $48,000 100 
Cost of Goods Sold 33,600 70 
Gross Margin 14,400 30 
Less. Variable Costs 5,760 12 
Marginal Income 8640 i18 
Less Fixed Costs 7,200 15 
Net Profit Before ica 
Income Tax 1,440 3 


FINAL STEP: Figure your break-even 
point for each month, each day. As- 
suming the month in our example 
has 20 selling days, you’d figure like 
this: 
Breakeven For Month = 
$7,200 (fixed cost) 
.18 (marginal income) 
Breakeven For Each Day = 
$40,000 
20 (days) ~ %2,000 
Sales Per Day To Earn 3% = 
$48,000 (budget) 
20 (days) 94400 
Now all you have to do is sell. 





= $40,000 
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SPRINGS HOTTEST 
MERCHANDISING SPECIAL! 


= | Only for 











DEALERS 
You can offer this 21 of TV 


CONSOLETTE 
ENSEMBLE 
AT LESS THAN 
TABLE TV! 


*(262 sq. in. rect. picture area, 21” overall diagonally) 

















































THE EASTLAND, MODEL G2304 
Matching base in grained walnut color or 
grained mahogany color. Sunshine" pic- 
ture tube; removable Cinelens® picture v4 


idles Bovttite diet oo Only one high standard of quality at Zenith! 


NO PRINTED CIRCUITS! NO PRODUCTION SHORTCUTS! 













“Sp Le 
ELUXE oan 
sagaeeneabeerNcmaae: Genuine HANDCRAFTED 


gee ieee tie = : 
~~ One more powertul Mrchondei hing ~~ SSERVICE 


Program to give Lenith Dealers quality SBAVER cus 
Every circuit is wired and soldered by hand. Zenith’s 


_ Fallership la yong — a al = famous handcrafted chassis costs more to make, but 


gives greater value — through better performance, 
epateh? 4 greater dependability, easier servicing. 
Goel eary COS re tn ae - 


See your Zenith Distributor hei this and other fast-selling spring specials! 


i ZENITH RADIO 
® CORPORATION, 
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CHICAGO 39, The quality goes in 
ILLINOIS. IN CANADA: ZENITH RADIO CORPO- 
RATION OF CANADA LTD., » SRI, ONTARIO. before the name goes on 
be Ro ooh on of television, mn gpioe c high fidelity 
s, phonogra nar dy olla pose hes ring aids 


42 years a leadership in seiehies exclusively. 
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\ “‘woman-on-the-stairs” 
N symbolizes the relief 
= from washday drudgery 
nm Automatic Dryers aes: 


million satisfied 
Hamilton owners 


The famous 








“Controlled 
Natural Drying 
with exclusive 
Twin Air Streams. 
Combines sun-like 
heat and fresh 
clean ‘breeze’... 
drying my 
clothes soft 
and fluffy.” 


‘“*Gentle 
Tumbling 
within the satin- 
smooth, snag-free 
drum, protects 
my sheerest, 
most delicate 
garments.” 





‘*Hushed Drying 
so quiet | hardly realize it’s 
running. There is no rattle, 
no grind, no loud hum.” 


“‘Service-Free Dependability 
has made more than a million 
satisfied owners. It’s America’s 
‘most wanted’ dryer.” 


more than ever before 
you ll move up with #lawweeh tore. i1’'6!) 


et tastindotaM it talons Conde iaialc i Orelaslol- tah fmm, cella i)\4-1a-9m a'Al-tole}al-tie 
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YOUR personal BUSINESS 





Look out for wooly worms if you live in the South. The American Medical 
Assn. reports a marked increase—in fact enough to constitute a 
"public health problem"—in the number of stinging caterpillars in 
Texas, Missouri, Maryland, Virginia, North Carolina, South Carolina, 
Georgia, Florida, Alabama, Mississippi and Louisiana. Caterpillar 
stings. can cause severe local pain, swelling at the site of the sting, 
headache, shock symptoms and convulsions. 


A AA 


Interested in setting up a tax-free sick pay plan for your employees? 
You should be. Sick pay is tax-free only if paid under a plan. 





You don't have to establish a formal or written sick pay procedure. 
A policy or custom of paying wages to sick or injured employees quali- 
fies as a sick pay plan. 

But, a court now warns, Simply giving sick pay to one or more em- 
ployees—at your discretion—isn't enough to qualify. You must fol- 
low a regular practice of giving sick pay to all employees. 





One way to qualify your plan: Keep records of your sick pay payments. 
That will be enough to prove that you have a policy. 


Remember one thing: If you operate your business as a corporation, 
and if you are an officer, you are an employee. Pay you get while away 
from work because of illness or injury is tax-free—if you have a 
plan. 


AA A 


Watch out for phony tax consultants. With this year's April 17 tax 
deadline staring you in the face, you may be tempted to give your 
business to the first tax man who can take you. Don't, warns the In- 
ternal Revenue Service. 








You run two risks when you go to a non-professional tax man. (1) He 
could gyp you, for instance by using a power of attorney (which you 
imprudently signed to him) to cash your refund checks. (2) He could 
get you in trouble with IRS and you could be years in paying off back 


taxes and penalties. 


Remember, the accuracy of your return is your responsibility. And, 
in order to assure its accuracy, you should follow these suggestions 
from IRS: 








e Satisfy yourseif that a prospective tax adviser is competent and 
trustworthy. Consult a Better Business Bureau or similar organiza- 


tion if no other references are available. 





where you can reach him in case IRS subsequently questions data on 
your return. Unless circumstances require a power of attorney re- 
lationship, insist that refund checks be sent to you. 





e Never sign a blank return. By law, you're accountable for what ap- 
pears on the return and you should, at the very least, read it. 





e Beware of advisers whose stock in trade is their claim that they 
can get large refunds, or those who ask a percentage of an anticipated 
refund as a fee. 











e Reject any adviser who suggests claiming dependents or other de- 
ductions to which you are not entitled. If you participate in such a 
scheme, you are liable for serious criminal or civil penalties. 





e Furnish your nearest IRS office with any positive evidence of at- 
tempts at unethical or fraudulent practices. 


















































“What are you trying to do now—die better electrically?” 
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A DISTRIBUTOR SALESMAN 


How LL.Bs 
May Assist 
Salesmen 








A distributor. salesman doesn’t have to be a 
Philadelphia lawyer nowadays, but it helps. 

In fact, it’s getting so that it is better to know 
more about Clarence Darrow than Diamond Jim 
Brady, or more useful to take a law course than 
the Dale Carnegie course. 

Burning questions which once plagued a dis- 
tributor salesman such as “is this the best 
price?” or “how much dealer protection you 
gonna give me?” are slowly yielding to Supreme 
Court issues like “is this trip to Las Vegas sub- 
ject to income tax?” 

Dealers who used to drain the blood of distrib- 
utor salesmen trying to get the carload price by 
buying in lots of 1/12th of a dozen are now shoot- 
ing this kind of a barbed shaft: ‘Will I be prose- 
cuted for running this ad mat if it violates the 
FTCT’ 

And wholesale salesmen, whose knowledge of 
Blackstone has been limited to the washer bear- 
ing that name, now are making like Perry Mason 
as they plead their case in one dealer’s store after 
another. 


For most wholesale salesmen, the role should not 
be difficult. The lawyer who reads the fine print 
in an insurance policy and triumphantly declares, 
“Yeah, it covers you for the loss of one eye, but 
doesn’t give you a nickel for a broken leg” could 
take lessons from sales pros I know. 

To them, the fine print in an ad or a spec sheet 
is a challenge. Their eyes race toward it auto- 
matically. They not only can spot the flaws in 
the fine print, they know the meaning of the 
flaws behind the flaws, so to speak. 

For example, take an ad showing a four-color 
blow-up of Gedookus television with large num- 
bers spelling out $139.95 and next to it a tiny 
asterisk. The trained eye pounces on the asterisk 
and immediately races down the page searching 
for the matching asterisk and the fine print that 
goes with it. 

“Slightly higher in the West” is a phrase that 
the old pro knows can sometimes mean west of 
Rhode Island. That word “slightly” can mean 
the difference between a. three and an eight—like 
the difference between $139.95 and $189.95. 

“When did you stop beating your wife?” is an 
ancient prosecuting attorney’s gambit that dis- 
tributor salesmen have tried to adapt to the ap- 
pliance business. 

Adaptations like “when are you going to stop 
working for Brand X refrigerator company and 
Start working for yourself?” may have brought 
in “not guilty” or cries from the slandered dealer. 
But, on occasion, the distributor man won his 
case in the form of an order for his brand of 
refrigerators. 


As for ability to face up under the fire of provoca- 
tive cross-examination, who is better trained than 
the distributor salesman? The roar of wounded 
lions could scarcely shake the steely-nerved dis- 
tributor man who has been reared on the lash, 
the blast, the shouts, and the temper tantrums 
of complaining dealers, some of whom lie in wait 
behind the entrance door to pounce on unsuspect- 
ing wholesalers with a fiery cross-examination 
that might break down all but the sturdiest of 
men. 

So dealers better prepare themselves for a new 
figure in the appliance world, the barrister-whole- 
salesman, who will be able to discuss habeas 
corpus with the same facility as floor plan 
charges. And caution should be exercised before 
telling him, “If you don’t like it, sue me.” He 
might. 


ABOUT THE AUTHOR—The creator of this column 
is a well-known distributor sales manager, who, 
for obvious reasons, doesn’t want to be identified. 
His free-wheeling comments will appear here 
each month. 
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4 RED HOT SPECIALS 
FROM ADMIRAL T0 PUT 
A FIRE UNDER YOUR 
APPLIANCE SALES 
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SPECIAL #1: Mode! R103, 9.0 net (NEMA) 


capacity, slimline design, new high density in- 
sulation for maximum capacity, Pantry door with 
two ‘Bottle Deep’’ door shelves, and 2 recessed 
egg trays. Full width Freezer-Section and easy step 
up to larger models. A bargain hunter special. 





























SPECIAL #3: model R124, A true Dual 
Temp with Admiral exclusive ‘‘Moist Cold”’’ sys- 
tem, that keeps foods fresher longer. True built- 
in design, fits flush to wall. Sub-Zero freezer, 70 
Ibs. capacity. A value loaded Dual Temp, ideal 
leader fer bargain hunters and perfect step-up to 
two door Dual Temps or the Admiral Duplex. 



































SPECIAL #2: moaei R104, Same capacity, 


same features plus porcelain crisper, full width 
freezer section, side closing door in freezer. A per- 
fect opportunity for a TWIN sale, the FV104 
Freezer is a match-mate and is one of the four 
specials to start your peak season successfully. 
































SPECIAL #4: model Fv104, A 315 Ib. Net 
(NEMA) freezer, the match-mate to the R104 re- 
frigerator, the hottest priced upright freezer in 
the industry. 3 super strong full width freezer 
shelves, 4 deep capacity door shelves, slim line 
design. Step up to larger freezers or new No De- 
frosting Freezers, best priced uprights ever! 


Call your Admiral distributor for details today! 


MARK OF QUALITY qitttop THROUGHOUT THE WORLD 


APRIL 10, 1961 











PEOPLE 


IN THEINEWS 


Schick, Inc.—Arthur E. Toft has 
taken over as director of advertising 
and public relations. He formerly 
was a product director for Warner- 
Lambert Pharmaceutical Co. 


Proctor & Gamble Co.—Donald E. 
Stapleton has been appointed head 
of appliance trade promotion activi- 
ties. He succeeds M. S. (Stan) Mc- 
Clain, who recently resigned. He will 
be responsible for advertising and 
merchandising activities with vari- 
ous home appliance manufacturers. 


Sunbeam Corp.—Sylvester D. Moor- 
man was named vice president to 


handle special assignments for the 
president, Robert P. Gwinn. He for- 
merly was vice president and general 
manager of the watch division of the 
Elgin National Watch Co. 


Webcor—George R. Simkowski was 
named marketing manager for Web- 
cor Sales Corp. Edward C. Stern was 
named advertising and sales promo- 


*tion manager for Webcor/Dormeyer 


and L. C. Burdick was named dis- 
tributor sales manager for Webcor 


Sales Co. 


Simkowski was Webcor’s advertis- 
ing manager before assuming the 
newly created position. Stern had 
been advertising manager of Dor- 
meyer before it was acquired last 
fall by Webcor. Burdick was assist- 
ant to the vice president in charge 
of sales at Webcor before his promo- 
tion. 


National Presto Industries, Inc.—Jo- 
seph H. Berney was named assistant 
to Richard C. Warren, general sales 
manager. 


Frigidaire—William B. Draper was 
appointed to the public relations 
staff of the division of General Mo- 
tors. He previously was on the pr 
staff of Deleo-Remy division of GM. 


Hamilton Manufacturing Co.—C. ©. 
Ruelle was appointed sales coordina- 
tor for the appliance division. He has 
been working with customer service 
accommodations for the company. 


Stromberg-Carlson—Roy Raymond 
was promoted to the position of na- 
tional sales manager for stereo high 
fidelity components and systems for 
the commercial products division of 
General Dynamics/ Electronics. 





What’s all this 
about Air Conditioners? 


It’s more than your ears can take.. 


frantic shouting about new air conditioners. 


noise 


.all the always been our first concern. Weibilt’s 7.5 amp. 


Mighty-Mite was the original in a unit specifi- 





And who can understand it anyhow? The claims 
of “take it home” portability, fastest “do-it- 
yourself” installation and “robot” controls do 


not mean as much to customers as more cooling 





power per dollar in this challenging year of 1961. 





Witness car manufacturers who realize that 
their customers insist on more transportation 


per dollar with fewer frills. 


Welbilt has lived through the evolution of this 
great industry and recognizes signs which mean 
great selling opportunities right now. Custom- 
ers today know what they want and are no 
longer sold by all the “noise” and fancy feature 
claims from the air conditioning industry. The 


improved feature they are looking for is more 





power for less cost. While Welbilt has always 





been one of the major innovators of new 


features, economical power performance has 






cally designed for casement and double-hung 
window installation. Welbilt’s “Quiet-Guard” 
was an important development for reducing 
noise (no matter what anyone claims, no one 


eliminates it). 


Now Welbilt is delivering another first in more 
power for the dollar. The Alaskan, a big power 
20,000 B.T.U. unit, is priced much lower than 


others for the mass market. 


In brief, the only “noise” customers will listen 
to today will have to be down-to-earth talk 
about air conditioning power, dependability and 
value. They won’t be fooled by gimmicks. We 
think dealers will agree. They know they must 
give their customers what they insist on. Welbilt 
invites you to meet the challenge of 1961 with 
their complete line of air conditioners whose 


value customers will recognize and buy. 


Welbilt CORPORATION, MASPETH 78, N. Y. 


PRESIDENT 


Welbilt Corporation, Manufacturers of Welbilt Gas Ranges, Electric Ranges, Built-In Ranges, Room Air Conditioners, Central Air Conditioning 


and Heating Equipment, Detroit Jewel Gas Ranges, Wedgewood-Holly Gas Ranges, Garland Commercial Cooking Equipment, Unagusta Furniture 
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DIVERSIFICATION? 


THE BOATING BOOM may offer you 
a way to diversify your store opera- 
tion. Next week, EM WEEK will give 
you an exclusive report on what the 
soaring boat sales may mean for you 
—even if you are miles from one of 
the nation’s coasts. 



































Just look at this lineup... six trim, slim Color combinations are terrific! You’ve 
and gay RCA Victor Sportabouts! What a got something here to please the taste of 
spread for a dealer! every prospect! 
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Look! Almost all picture! That's the RCA And RCA Victor keeps the speakers in 
Victor Full Picture tube (19” overall diag., front for clear, unmuffled sound. What a 

| 172 sq. in. viewable area) . . . big, man, big! selling edge that gives you! 
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New Vista tuner, of course—like the entire Livelier power, too, for a brighter, clearer 
RCA Victor line! Here’s picture-pulling picture! Sportabout performance takes a back v8 
power that demonstrates itself! seat to no other portable! 
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| New from RCA VICTOR—Six full-picture Sportabouts— 
the smartest, liveliest portables a dealer ever sold! 


a. it from Vaughn Monroe, here’s a line that'll sell! 


Big beautiful picture . . . small beautiful case . . . front 


The Most Trusted Name 
in Television 


RADIO CORPORATION OF AMERICA 


sound... power to pull in pictures that many big sets 


can’t equal...choice of siz models and color combinations! 





Just put ’em on display, hook ’em up and get your 
order pads at the ready. 

CALL YOUR RCA VICTOR DISTRIBUTOR TODAY 
APRIL 10, 1961 


..1S fepresented at the factory by a Dealer Council, active appliance 

dealers who consult and advise in matters affecting dealers 

has the backing (in writing) of a billion dollar corporation — 

in a joint pledge of quality, honesty, and fairness to his community 

bead Speaks directly to millions of prospects on network television — 


HAS THE MOST VALUABLE RETAIL paid for by a company that advertises its dealers ...not just itself 
FRANCHISE IN THE APPLIANCE INDUSTRY ...selis the first air conditioner that installs in just minutes *< 


ws The 1961 Mobilaire® Conditioner is the easiest to sell because it’s the | Comfort Gontrol that automatically holds room temperature within 3°. Over- 
easiest to demonstrate. In just minutes Westinghouse Dealers can show _ size blower wheels cut sound to a whisper. For details on the industry’s most 
prospects how the Mobilaire installs in its special, window mounting frame. valuable franchise, call your Westinghouse Distributor, or write Dealer De- 
Only the Westinghouse Mobilaire and Heavy Duty Models have Customatic velopment Dept., Mansfield, Ohio. You can be-sure . . . if it’s Westinghouse. 


YOU! 


wien voures Westinghouse dealer 


ELECTRICAL MERCHANDISING WEEK 











} 
] 
! 












idea 
digest 








Good ideas don’t always come easily, 
but when they do a little initiative on 
your part can make them prime busi- 
ness builders. Here are five which were 
successful for their originators. 







GADE PURNITURE & NORGE 
WiLL PAY YOU 
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The whole town was talking about this ad and 
a classified section follow-up run by Gade Fur- 
niture, Waverly, Iowa. Since husbands averaged 
about 200 lbs. apiece, average discount was only 
$50, about the same for any ordinary promotion. 
But this off-beat idea not only sold washers and 
dryers, it became a conversation piece for miles 
around. 
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ANNISTON ELECTRIC CO. 


Something extra in a circular booms summer 
freezer sales for Frank Kirby’s Anniston Elec- 
tric Co., Anniston, Ala. The extra: A list of low 
mid-season vegetable prices at a nearby food 
market shows housewives why it’s wise to buy 
a freezer and stock up at summer rates for the 
winter months. 


APRIL 10, 1961 


Note the electric eye beamed across the gate to 
Belco’s outdoor used appliance lot in Belmont, 
Calif. Owner Joe Boudreau locks up the gaily 
awninged trade-in display each night, but dur- 


COMMON T V TUBE TROUBLES 


hn a Mla at seek ack than Sa eae 


mally 0 Tube placement dimgram. Check this 


@iagram for tube location and numbers. Re- 
place according to-diagrem. 


‘PICTURE RUNNING OR JUMPING VERTICALLY 

Check: 6SL7, 6SN7, 12aT?, or, 6AL5, 6aU6, 

oe in the sync amplifier or separator 
section. 


eile ait or tome 
6CD6. 


“How to fix it” slip enclosed with each new TV 
set makes it easy for Whitey’s TV customers in 
Phoenix, Ariz., to check for dead tubes and cor- 
rect common picture troubles. Whitey Brayer 
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Customers get the message painted on a row of 
old appliances displayed in front of James F. 
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ing the day the electric eye “mans” the lot. 
When a customer breaks the beam, a bell sounds 
inside the store and a salesman comes out ready 
to do business. 
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12407, 12BH7, 6wd, Fuse. 


Even though those are the main common trou- 
bles, it is advisable to check all your 
television tubes es some tubcs servo a 
double purposo. i letter after tho last 
number on tubo means an improved modol, 
i.c. UB is on improved model over 1X24 


or 1X2. 


WHITEY'S RiDIO TELEVISION COMPANY 


PHOENIX DOUGLAS WILLIAMS 
41.3-2103 Bmp.4-2233 472 


claims the slip has consistently built his service 
volume and created good will. After having a 
crack at fixing sets themselves, customers were 
less likely to complain about service charges. 





Strickland’s Farmers’ Hardware & Merchandise 
Co., Inc., in Warsaw, N. C. 
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Quick facts on the annual Home Goods Data Book 


FUNCTION To combine operating guidance and highly accu- 
rate product information for home goods merchandisers in a 
single, annual reference book. 


FORMAT 8%” x 11%” page size; top quality, fine-screen re- 
production; hard cover; Perfect-bind for lie-flat reading. 


CIRCULATION Approximately 48,000: nearly 41,000 regular 
Merchandising Week subscribers; 5,000 hand-picked, top quality, 
supplementary housewares coverage; 2,000 for distribution at 
shows, new subscribers, etc. 


ADVERTISING RATES identical to Merchandising Week's 
basic bulk rates. Advertisers have the advantage of more favor- 
able rates earned through use of Merchandising Week; however, 
Data Book advertisements will not affect the advertiser's earned 
rate in Merchandising Week. Special insert rates. 


ISSUANCE AND CLOSING The 1961 Home Goods Data 
Book will be distributed as Part Ii of the July 3, 1961 issue 
of Merchandising Week. Reservation date May 3, 1961. Closing 
dates, r.o.p. advertisements May 15; inserts June 1. 


EDITORIAL STAFF Home Goods Data Book has its own edi- 
torial staff, as well as the full resources of Merchandising Week's 
editorial staff and all McGraw-Hill bureaus, departments and 
data facilities. 


MAKE-UP The Home Goods Data Book will have a major, 
four-part Retail Operations section covering: Marketing informa- 
tion on all products; Advertising and Promotion of store and 
products; Business and Financial guidance and reference ma- 
terial; Store Operations, including planning, layout, personnel, 
training, etc. This will be followed by these eight individual direc- 
tory sections, with advertisements positioned as requested follow- 
ing any section: 

Major Appliances/Kitchens 
Outdoor Power Equipment 
Home Entertainment 
Electric Housewares 


Floor Care Equipment 
Houséwares/Lawn and Garden 
Master list of Brand Names 
Master list of Manufacturers 


Heede 


Hook 


the publishers of Electrical Merchandising Week 


a direct line to America’s most aggressive retailers! To- 
day’s successful, hard-selling home equipment retailers mer- 
chandise a bewildering array of products — major appliances, 
electric and non-electric housewares, radio/tv/stereo/hi-fi, floor 
care equipment, outdoor power equipment and dozens of other 
items. Yet, until now, there has been no single marketing 
manual of home equipment which combined operating guidance 
and product information for these outstanding retailers. 


Now there is. As Part II of the July 3, 1961 issue of Electrical 
Merchandising Week the first annual Home Goods Data Book 
makes its debut. Combining knowledgeable editorial on “how 
to do it” with carefully researched information on “what prod- 
ucts to do it with,” the Data Book will be a valuable business 
tool for retailers, a remarkably productive medium for adver- 
tisers. If your products are sold through or used by home 
equipment retailers — or if you think they could be — you 
belong in the 1961 Home Goods Data Book! 


Insert Rates Unusually attractive insert discounts, ranging from 33% to 45%, 
make the Data Book an economical medium for standard catalog inserts or spe- 
cially prepared material. 

Advertiser Advantages Beyond year-around use and a sales-stimulating edito- 
rial package, the Data Book offers advertisers: Targeted Placement of advertise- 
ments following any editorial or directory section; Boldface Directory Listings of 
advertisers including reference to their advertising page numbers; Reader Service 
Cards, speedily referred to advertisers, facilitate reader response. ; 


For additional information See Home Goods Data Book listing Classification 
67. Or write Phil Weatherby, General Manager, for your copy of tell-all brochure, 
“new and needed.” Or contact your Electrical Merchandising Week/ Home Goods 
Data Book representative, or nearest McGraw-Hill office. 


Home Goods 
Data Boo 


Ly the publishers of 


ELECTRICAL 


MERCHANDISING AYE Ef 


A McGraw-Hill Publication ¢ 330 West 42nd Street ¢ New York 36 ‘@: @ 
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Now sell this 
deluxe TV at 


159” 


AND MAKE THE 








SUBS/IDIARY .OF 


GENERAL TELEPHONE & ELECTRONICS 


APRIL 10, 1961 
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PROFIT! 





Back again by popular demand 
at a new low price! 





BIG 


More than a portable—more than a table model! It’s the Dual- 
ette by Sylvania — biggest promotional leader and mover in 
the entire TV industry. Price right? At $159.95 it’s priced to 
walk right out of your showroom — and give you the full 
markup to boot! 


Add to its sculptured plastic carrying case these powerful 


Sylvania Home Electronics Corp., Batavia, New York 





Cualette 
SYTVANLA 





selling extras: 3%” true tone speaker that’s right up front — 
a carrying handle that’s weight-balanced —better-than-ever 
performance—and deep-etched engraved circuitry. 


Customers recognize the tremendous value of the Dualette 
by Sylvania. Be sure you’re stocked to cash in on a real 
profit deal. 


*Suggested retail price that offers dealers big profit. 
























YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


YOU'LL GET EXTRA SALES WITH 
THE RCA WHIRLPOOL NO-FROST 





GAS REFRIGERATOR-FREEZER 




















Sales you've /ost before can now be yours! 


Millions of old gas refrigerators continue 
to operate year after year. But a big percent- 
age are obsolete. Their owners want more 
modern conveniences and efficiency. These 
people are ready for the RCA WHIRLPOOL... 
first and only No-Frost gas refrigerator- 


freezer . . . the smart, trim appliance that 
has “‘everything’’. Look at all the advanced 
features . . . no troublesome frost build-up 


in refrigerator or freezer, exclusive IceeMagic® 


a 


ice maker, “‘zero-degree” freezer, Jet-Cold* 
Shelf, Jet-Cold* Meat Chest, Million-Magnet* 
doors, and the big plus of economical gas 
operation. All homes that have gas connec- 
tions are prospects. Many sales you’ve lost 
before because you could not offer this 
modern gas refrigerator can now be yours 
with the RCA WHIRLPOOL No-Frost gas 
refrigerator-freezer. Ask your distributor for 
all the details. 


Join up! ... it’s easier to sell 
RCA WHIRLPOOL than sell against it! 


ea hilnoot CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN “Tmk. 





Here’s a special promotion, 


designed to build traffic 
and boost profitable volume 
selling of RCA WHIRLPOOL 
No-Frost gas refrigerator- 
freezers. Full kit available 
for a strong advertising- 
merchandising program. 


See or call your RCA WHIRLPOOL 
distributor ...now! 





Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e¢ Vacuum Cleaners. 


of trademarks && ond RCA cuthorized by trademork owner Radio Corporotion of America 
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‘new products 


FLOOR CONDITIONERS: Two Vacuum Cleaners New In Design, 
| And An All-Purpose Polisher 


i LEWYT Vacuum Cleaner 


The new Lewyt vacuum cleaner No. 210 fea- 
tures a 1-hp motor plus a power booster that is 
said to create greater velocity by turbulating the 
air input. A cord rewind operates with the flip 
of a knob. Lightweight and compact, the cleaner 
can be stored in a closet corner, taking up less 
than 1 sq. ft. of space, and stands solidly on 
narrow stairs. 

Lewyt No. 210, in addition, has large wheels for 
easy mobility; it carries its own cleaning tools. 
They ride along on top of cleaner. 

The bare floor and carpet cleaning attachment 
has a “wafer-thin” design for use under. low 
furniture. This tool has a Fuller brush for great- 
er cleaning efficiency; 2-in-1 rug nozzle glides 
on rollers and has a floating brush. 

Throw-away, “see-thru,” Speed-Sak dust bags 
are impregnated with Permachem, and are ac- 
cordion pleated to hold more. The filters as well 
as the unit itself are also impregnated with 
Permachem to kill germs and bacteria as the 
cleaner is used. 

The dusting brush is made of vinyl and has 
a replaceable brush; upholstery-and-drapery tool 
and a crevice tool are of lumarith plastic. Over- 
all dimensions are 91% in. wide, 14 in. long, 1014 
in. high. 

Price, $89.95. Lewyt Corp., 43-22 Queens St., 
Long Island City 1, N. Y. 











SUNBEAM Medium Priced Vacuum Cleaner 


Sunbeam announces a new canister 
and upright type vacuum cleaner 
with magnetized “Touch ’n Lock” 
cover and a 114-hp motor to sell in 
medium-price range with a full 


HOOVER Floor Polisher 


A floor polisher of new design is 
introduced by Hoover. It will scrub 
floors, apply wax, polish and buff and 
can also be used for power sham- 
pooing rugs. 


for easy mobility. 

Tools include a soft brush for 
dusting, upholstery nozzle and a 
crevice tool; easily connected and 
locked into place with interlocks on 


complement of attachments. 

Special Cleaner No. 635 is similar in 
design to Sunbeam’s deluxe cleaner. 
Features include a vinyl hose with 
a 2-yr. guarantee; pushbutton lock 
connectors; extra-large disposal bag. 
Made without locks or buttons for 
easy changing, and wide-track wheels 


APRIL 10, 1961 


the chrome-plated wands. Other re- 
finements are an easy-to-store plastic 
convenience hook, an attachment 
storage bag and a gravity-design to 
tilt cleaner away from body when 
moving. 

Price: $69.95. Sunbeam Corp., 5600 
W. Roosevelt Rd., Chicago. 
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No. 5103 is available with an easily 
attached fiuid dispensing kit which 
can be used for putting detergent on 
the floor for scrubbing, dispensing 
water-emulsion type waxes, or a so- 
lution for shampooing rugs simply 
by pulling a ring-type release which 
attaches to the handle. 

New power system has been de- 
signed for polisher and many other 
features are said to have been added 
to increase its utility and efficiency. 
One aim has been to minimize 
splashing of solutions used to clean 
or polish floors by reducing speed of 
brushes in which they operated. 
Brushes operate at 500 rpm. Their 
direction has been modified so pol- 
isher action pulls solutions into 
brushes, eliminating splashing base- 
boards and walls. A furniture guard 
gives added protection since it brings 
brushes to within 1%-in. of floor. 

New brush-mounting system and 
spring-locking device is said to make 
easy snapping brushes into place and 
removing them. 2 sets of brushes are 
provided, 1 heavy-duty set for scrub- 
bing and another with soft bristles 
for polishing floors to a high lustre. 
A set of felt buffing pads and 1 of 
a new plastic mesh type can be used 
for both paste and liquid waxes. 
Weighs 934 lbs. 7% in. high; hood 
is able to get into cabinet toe space. 
Hoover Co., North Canton, Ohio. 
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: NOW-BIG $3 REFUND OFFER 

. ON RED HOT WESTINGHOUSE 
BUFFET FRY PAN 


your business with Westinghouse === 





Sensational Nestle-Westinghouse Buffet Fry Pan Offer 
ouarantees you customers - saves them $3! 


LADIES’ HOME Remember 1960's Bisquick-Westinghouse offer? This year, we’re 
A | going to BETTER that terrific success with a great new event. Together 

with Nestlé, we’re offering a big $3 refund on the famous Westing- 

Woman’s Day house Buffet Fry Pan (or any other Westinghouse Immerse-A-Matic 
P Fry Pan). 14 million certificates, printed right on Nestlé’s Semi-Sweet 

Morsel packages, will be working for you in every grocery and super- 

market in town. You’re guaranteed new customers—ready to buy at 

Watch for this 4-color advertises | your regular prices. And you don’t have to do any paper work—we take 
ment in Ladies’ Home Journal, —_ care of all the details. Don’t delay—call your Westinghouse distributor 


Woman’s Day, and Everywoman- ae ‘ 
Family Circle. But don't delay— today. You can be sure... . if it’s Westinghouse! 


call your Westinghouse distribu- 
Westinghouse 


tor today! 
ELECTRICAL MERCHANDISING WEEK 
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new products 


CONTINUED 





WHITE Sewing Machine 


A new automatic zigzag has been 
added to White’s line. Available as 
a console machine or portable, No. 
3954 comes in 2-tone turquoise. 

It features 20 interchangeable de- 
sign cams for unusual sewing versa- 
tility. Embroidery, applique, mono- 
grams, buttonholing, satin stitching 
and many other sewing operations 
can be performed. 

New dial-operated zigzag control 
with automatic concentric locking 
device is important feature of new 
machine. 

This automatic zigzag control is 
synchronized with indicator window 
for easy-view setting. 





Pushbutton reverse stitch control 
and pushbutton feed regulators add 
to operating convenience. 

Price: $189. Home Equipment Div., 
White Sewing Machine Corp., Cleve- 
land 11, Ohio. 








TEMCO Disposer 


Temco disposers are available in 
installed or portable models. Installed 
model IDB has shortest overall 
height, providing more usable stor- 
age space under disposer. 

Installed IDB has a 5-in. “rough-in,” 
reducing installation cost, pipe cut- 
ting and plastering in existing 
homes. 

Portable PD, is easily hooked up to 
sink and opens a new market to the 
disposer dealer. 

Both use anti-jam, swinging chop- 
per hammers which pulverize waste 
and force it against the file-like 
shredding ring. Both have %-hp 
motors; face-type seals; stainless 
steel cutting blades; full-size 114-qt. 
capacity, and are available in choice 
of decorator colors. Ling-Temco 
Electronics, Inc., Dallas, Tex. 








RCA WHIRLPOOL Disposer 

An automatic reverse system that 
helps prevent jamming is the top 
feature of the 2-model line of RCA 
Whirlpool 1961 food waste disposers. 
Imperial No. SHD-31 has an automatic 
reverse system which eliminates 
need of a reverse cycle switch. 

A 3-set cover control fits into dis- 
poser for user’s protection and dis- 
poser won’t operate unless cover is 
correctly in place. Holds approxi- 
mately 1% gqts. food waste; new 
units are rubber-mounted. Extra- 
hard steel grinding elements are de- 
signed to grind, shred and size all 
normal types of waste. Cover can be 
set for “seal,” “drain,” “grind.” 
Price, No. SHD-31, $89.95; SHD-30, 
$59.95. RCA Whirlpool Corp., St. 
Joseph, Mich. 








COVERED WAGON Barbecue 


Two compact Ranch Wagons with 

rotisserie and grill capacity of a 
kitchen range are announced. Lift- 
off cutting boards make storing unit 
possible in a space 18x26 in. 
No. V-2, natural finish aluminum 
cover; No. VA-2 has gold anodized 
cover, heat indicator, bun warmer. 
Price: No. V-2, $49.95; No. VA-2 at 
$59.95. Covered Wagon Products, 
Inc., Morton Grove, Ill. 
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WORLD'S 
FAVORITE 





Model 65ACS — beautifully finished stereo 
portable in silver grey or gold; 
three stereo speakers 


AS AOVERTISED IN 


[LIFE | Look [Post | @ 


©1961 o.5.". (U.S.A) LTO. COLLEGE POINT 56. N.Y. 








again built into Westinghouse for ’ 


“most popular” BSR... 
selling high fidelity lines around the world! 


dependable BSR.. 
record changing cycles! 


service-saving BSR...jamproof... 
.. engineered for most quality without complexity! 


demonstrable BSR .. 
fidelity reproduction. . 
automatically or manually! 
« Light, skip-free tracking as low as 2% grams... 


with extra-powered, shielded motor... 


turntable = Completely tropicalized ... 


now in America’s favorite hi-fi, and in the best- 
. lab-tested through over 550,000 consecutive perfect 
beautifully simple... 


. plays all record sizes intermixed, with true high 
. plays 4 speeds, stereophonic and monophonic, 


tone arm adjusts 
to all cartridge compliance requirements = Hum-free, rumble-free... 
full rubber suspension, precision- 
balance * Stops flutter and wow with heavy, concentrically weighted 
humidity-proof ® Detailed 
specifications, service charts and parts lists on request. 


Bdla Sound R eproduelicn, 


CRAFTED IN GREAT BRITAIN BY BIRMINGHAM si REPRODUCERS, 


Distributed in U. S. by BSR (USA) LIMITED, College Point 56, L. |., N. Y. 
In Canada: Musimart Ltd., 901 Bleury Street, Montreal 





23 





YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


SALES CLOSER 


exclusively for RCA WHIRLPOOL dealers 


(evel b 


vty 
TRIEARI 


...Offered with America’s most-praised dishwasher, 


RCA WHIRLPOOL 


Gorgeous jewels by Trifari — matching necklace, bracelet and earrings — 
with her new RCA WHIRLPOOL dishwasher ... a gift fit for a queen, and one 
that will win the heart of any mother! It makes your store Mother’s Day 
headquarters for husbands and children who want Mother to have a gift 
that keeps on giving all through the year, and at the same time appreciate 
the added personal touch that jewelry provides. 
This four-piece, delicately-textured “Golden Leaves” set by Trifari, 
nationally recognized maker of fine costume jewelry, is yours exclusively FP-50 model 
to offer with RCA WHIRLPOOL portable and undercounter dishwashers 
during this year’s first really big dishwasher selling season. A complete 
promotional package is now ready. Ask your RCA WHIRLPOOL distributor. 
Dramatic new washing 
action demonstrator 
Cascades of dynamic 
water hurled against 
this plastic bubble top 


tell better than words 
why “Filter-Stream” 


am \ spray-arm washing ac- 

j . 4 tion gets dishes cleaner. 

ie a ae Put it to work selling in 

, “a your store. Your distrib- 

C 0 R P 0 R AT | 0 N aoe , wi utor can help you get one. 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Join up! ...it’s easier to sell RCA WHIRLPOOL than sell against it! 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers ¢ Dehumidifiers e Vacuum Cleaners. 


Use of trodemorks SA ond RCA authorized by trademork owner Radio Corporation of America 
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TAPPAN Dishwasher 


Tappan announces the introduc- 
tion of a new dishwasher with a 
different “dual drench” action. Dual- 
direction roll impeller hurls a tor- 
rent of water into every portion of 
tub and because the impeller rotates 
in both directions, each dish, pan, 
and pieces of silver, gets individual 
wash and rinse. 

The roll impeller dips into solid 
water producing a forceful spray of 
water necessary for clean dishes 
with less strain, noise or disturb- 
ance. Poly-vinyl coated rack and tub 
add cushion-quiet loading and wash- 
ing. 

Single rack pulls out easily pro- 
viding “casual loading’? from top, 
front, right or left, making meal- 
time loading simple for once-a-day 
dishwashing; dishes can be loaded 
from sides, as well as front and top, 








YOUNGSTOWN 30-IN. JET TOWER DISHWASHER 


YOUNGSTOWN 
Disposers And Dishwashers 


Two waste disposers and 2 auto- 
matic dishwashers are announced by 
Youngstown Kitchens. The disposers 
have a polypropylene housing to re- 
duce kitchen noise. 

Super deluxe disposer has a 1-hp 
motor; Fiberglas insulation to re- 
duce grinding noise. Deluxe has 1/3- 
hp motor. Both have reversible cut- 
ting blades between cutter overhaul 
that doubles life of disposer. Shock- 
absorbent mounted gasket minimizes 
vibration transfer. A service key is 
included to clean jams without need 
of a service call. 

Diana automatic dishwasher requires 
no pre-rinsing; has a 10 place-set- 
ting capacity; uses 7 gal. water per 
load. 

The 30-in. Jet Tower washes hygieni- 
cally clean all dishes up to a com- 
plete dinner for 14 including cutlery 
and stemware which is equal to 200 
pieces—60 flat, 30-40 cups and/or 
glasses and 100 pieces of silverware. 
Youngstown Kitchen Div., Ameri- 
can-Standard, Warren, Ohio. 


DISPOSER AP-B RS 
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to eliminate reaching. 

Rack will accommodate 12 place 
settings or once-a-day-washing for 
a family of 4. It holds dishes, cook- 
ing utensils, silver of any size; 2 
molded plastic silverware baskets 
hold extra silver. 

Select-a-dial automatic control 
permits choice of correct cycle. 
“Regular wash” is standard cycle 
for a family load. “Short wash” is 
a fast wash for lightly soiled dishes. 
“Rinse and hold” is ideal for rins- 
ing a partial load of dishes and pans 
to be held until next meal. “Plate 
warmer” for drying dishes or warm- 
ing serving plates. 

Removable front panels make 
servicing simple from front. Baked- 
on-enamel in 6 Tappan colors can be 
changed to match other appliances 
in kitchen. 

Tappan Co., Mansfield, Ohio. 




















ON LIGHTED DIAL CLOCKS ! ! | 


Remember how last year’s trade-in sale moved Snooz-Alarm® clocks? Here’s your 
chance to enjoy the same success on General Electric lighted dial clocks! General 
Electric is offering a special trade-in promotion just so you can introduce more 
people to the modern way of telling time in the dark. Now, through June 30, offer 
trade-in allowances up to $3. You’ll be supported by TV commercials week after 
week on GENERAL ELECTRIC COLLEGE BOWL. So start the trading right now. 
Bring in new customers with the dial that lights up when the sun goes down! 
General Electric Co., Clock and Timer Dept., Ashland, Mass. 


* Manufacturer's suggested 
trade-in prices will be in 
effect through June 30. 
Manufacturer's regular sug- 
gested retail prices will be 
in effect beginning July 1, 
1961. 


I 

! 

i 

| 

| 

! 

| 

| 

| 

| 

! 

| 

| tSuggested dealer prices 
1 now through May 31. Your 
distributor has prices for 
| less than six clocks. 

| 

| 

! 

| 

| 

| 

| 

| 

| 


® Snooz-Alarm is a registered 
trademark of General Elec- 
tric Company to identify its 
brand of repeat alarm 
clocks. 


LIGHTED DIAL 
MODEL 





VIGN-ETTE 


Model 7267-K. Graceful feminine 
styling, in pink or beige. 









DAY VIEW 


NIGHT VIEW 


CUE-ETTE SNOOZ-ALARM CLOCK 


Mode! 7S268-K. 
Miniature styling too. Beige. 


SNOOZ-ALARM CLOCK 


! 
! 
Model 7H241-K. | 
Two big features! Antique white. : 





! 

1 
| | | 
| ial oS | $9.98* | $8.98* $9.98" | 
a  -  -  - - - - - - - -- f-------------------- I--------------------- jm -------------------- I 
| | | 1 | 
: Saee | $3.00 ! $2.00 | $2.00 ! 
Petes eS. | CUAL Nerd ee ae “Spe 5 SNR se ete Pane he ee NO ge ae a ee a ee 1 | 
! l ! "Sarasa awe ae at con. 2 aarp tamenp ti ated I 
SUGGESTED | . : ‘ ! 
| ena te ouied : $6.98 ! $6.98 | $7.98 | 
, USS? | REOULAR | $6.19 ! $5.57 ! $6.19 ! 
| PRICE—  |---------- }—-=----------------- [}-------------------- }-------------------- ! 
\ 1 \ | . | 
| MORE. | PROMOTION | $4,334 ! $4.33t ! $4.95t ! 
a ae Tea a) a ee aris cate aes ei ee he Set 24 Ca ee 7 


YOU GET MORE TO SELL IN A GENERAL ELECTRIC CLOCK... 
AND YOUR CUSTOMERS GET MORE THAN TIME! 





GENERAL 





Progress fs Our Most Important Product 


GB ELECTRIC 
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ADMIRAL Portable TV & Radio 


Admiral’s portable TV line for 
1962 has a wide-angle 19-in. model, 


PS 921, with wireless remote control, 
compact. cabinet with carrying 
handle. A 2-button hand unit acti- 
vates a 7-transistor amplifier, turns 
set on and off completely, changes 
stations, adjusts volume to 3 differ- 
ent levels. Also features “touch-a- 
matic” tuning, lighted channel indi- 
cator, pushbutton on-off control; 
large front-mounted oval speaker; 
automatic contrast restoration; ther- 
mistor picture stabilizer; adjacent 
channel sound trap, and a triple triod 
“compactron” tube, which operates 
40% cooler than ordinary vacuum 
tubes and insures longer life and 
greater dependability of: gated agv, 
syne separator, and automatic inter- 
ference rejector. 

Golden Eagle No. Y2221, small aill- 
American transistor radio also an- 
nounced, weighs 5 ozs.; is 3% in. 
high, 2-7/16 in. wide, 1 in. deep; has 





6 matched transistors; 2 germanium 
crystal diodes; plug-in jack for ear- 
phones; specially designed 9v_ bat- 
tery. All-American components; 
black, white, yellow or blue; gold 
grille. Gift pack, carrying case, ear- 
phone and battery optional. 

Price: Y2221, $24.95. Admiral Corp., 
3800 W. Cortland St., Chicago, 47. 





sages 


ARGOS Speaker Enclosure : 


Argos “Eldorado” bookshelf en- 
closure for use with a 12-in. Jensen 
woofer and 2 3%-in. tweeters has 
ducted port system using an Argos 
tuning tube for base response; over- 
all range is 40 to 17,000 cyc. The 3 
speakers are phased for stereo use. 
Cabinet measures 27x1414x10 in.; in 
blond or walnut wood-grained pyrox- 
lylin fabric. 

Price $39.95. Argos Products Co., S. 
Sycamore St., Genoa, Ill. 





Know your product...and close more sales! 














Mr. Retailer: GET THE COMPLETE 


“INSIDE STORY” 
ON THIS TOASTMASTER MIXER 


Just drop a postcard to Advertising Dept. 
Toastmaster Division, McGraw-Edison Com- 
pany, Dept. 24, Elgin, Ill., and ask for the 
Toastmaster Sales Training Kit. We’ll also 
send you information on how you can get a 
Toastmaster Mixer for your own home. Write 
Today! Don’t miss this offer! 
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TOASTMASTER DIVISION 
McGRAW-EDISON COMPANY 


TOASTMASTER 
"Portable Plus” 


Our famous hallmark . . . 
symbol of outstanding quality 


TOASTMASTER’ 


““TOASTMASTER” is a registered trademark of McGraw-Edison Company, 
Elgin, Ill. and Oakville, Ont. © 1961 
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UNITED AUDIO Turntable 


Dual-1006 Custom turntable 
changer features roller-feeler index- 
ing action which measures each rec- 
ord individually to find the exact 
location of the lead-in groove, and 
the elevator-action changer spindle 
which operates without pushed arms 
or offset spindles. 1-piece free-float- 
ing tone arm tracks and trips as low 
as 114% grams. Price, $79.95. United 
Audio Products, 12 W. 18th St., New 
York. 


CONCORD Tape Recorders 


Four new tape recorders are an- 
nounced by Concord. No. 1078S is an 
improved version with a companion 
amplifier-speaker unit available 
(107SA). Use of the two units will 
afford stereo recording and stereo 
playback. 

Concord 880 is a complete self-con- 
tained professional stereo recorder, 
with a wide range of features. 
Concord 401 is a professional stereo 
tape deck and pre-amplifier combi- 
nation designed to complete any 
home stereo system. 

To balance its expanding line of 
tape recorders Concord will also 

arket its new battery-operated 
portable recorder, No. 500. 

Price, Concord 880, $399. Concord 
Electronics Corp., 809 N. Cahuenga 
Blvd., Los Angeles. 


S-T AM-FM Radio 


Sarkes Tarzian announces an AM- 
FM receiver with a plastic cabinet, in 
4 color combinations: white and red; 
charcoal and white; charcoal and 
moonmist; white and charcoal. It is 
10 in. wide, 6 in. high and 5 in. deep; 
has a 4-in. speaker; semi-conductor 
power supply; built-in loop antenna 
for AM and built-in unipole antenna 
for FM. Price, $29.95. Sarkes Tar- 
zian, Inc., Bloomington, Ind. 
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CONTINUED FROM PAGE 3 
the industry could be helped if some 
of the manufacturers who dictate 
the kind of ads and when they can 
run could style more advertising to 
a particular dealer’s operation. 
They’d get more good out of the ad- 
vertising dollar at the local level.” 
McGowan added, “This industry 
needs a new growth item .. .” echo- 
ing other dealer remarks. In Augusta, 
Ga., Roy Fowler, vice president of 
Electric Appliance Co., said: ‘The 
manufacturers have failed to come 
out with a really new product. The 
appliance industry needs the sense 
of newness and glamor that the auto 
industry has been able to achieve.” 

Many felt that it was just a ques- 
tion of a little more effort. A. M. 
Reynolds, sales manager of H. Boe- 
deker & Sons, Dallas, said, “The in- 
dustry could take advantage of any 
slight improvement in the economy 
through an increased aggressiveness. 
The business is there, but it takes 
aggressiveness to get it.” 

Here’s how different areas of the 
country looked: 


West Coast: Dealer comments in the 
highly competitive Los Angeles area 
market indicate that business there 
is good. Russ Carlson, of Carlson’s 
in Santa Monica, which does a $1 
million-a-year business, says that 
compared to 1960, the first quarter 
this year “is not too bad, surpris- 
ingly enough. We were ahead in 
January, behind in February, and 
are dead even with March.” 

Was the recession bottoming out? 
“T thought so starting in March, 
when we were running $500 a day 
ahead of last year,” Carlson said. 
“Then Easter shopping cut sales.” 

Bob Stowers, manager of Stowers’ 
in Pasadena, says that business the 
first quarter of 1961 is not as good 
as last year, in fact is down quite a 
bit. But he is getting a “good steady 
yield,” he said. “People,” he said, 
“are buying what they can afford. 
All ends are moving.” 

The lowest estimate of business 
for the area came from Frank Casale, 
owner of Coutre Home Appliances, 
Inc., in Van Nuys, Calif., who said 
volume is down a good 50% below 
first quarter 1960. Another dealer in 
Van Nuys, Larry Downing, Downing 
Appliances, said, “I’m running ahead 
of last year. My volume is greater.” 
February and March were below the 
high January figure, but not lower 
than the same two months in 1960. 

The San Francisco area had a 
good quarter, with most dealers re- 
porting figures on a par with or 
slightly ahead of 1960. Mrs. Ella 
Vanderwoort, owner of Gregg’s in 
Palo Alto, said that gross sales were 
up about 10%, and profits climbed 
with sales. Few of her sales were in 
the middle price range. Mrs. Vander- 
woort felt that a loosening of credit 
would help the industry. 

In Seattle, business was close to 
1960’s first quarter. No dealers re- 
ported a drop of more than 15%. 
Half stated that business was better 
by an average of 5%. Ken Lindsay, 
manager of Holert’s Television and 
Appliance, says that his first quarter 
is below last year by “at least 5%,” 
and profits are way down. Despite 
this, he says that he is “much more 
optimistic than he was last year at 
this time,” and predicted an upturn 
after tax time. 

“The industry will eventually have 
to give up central service and give it 
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Dealers Expect April-May Upturn 


back to the dealers,” said Lib Tufa- 
ralo of Lib’s Electric in Bellevue, a 
Seattle suburb. “All dealers should 
provide ‘proper’ service.” 


South: In the Atlanta area, estimates 
ranged from an increase of 20% to 
a decrease of 15%—but the market 
was still strong, and many were 
ahead of last year’s marks. One 
downtown Macon, Ga., dealer said 
that he expected a more solid market 
to work with, since people haven’t 
been buying for a couple of years 
and there should be a good replace- 
ment market in the offing. Two deal- 
ers in the area, Roy Fowler in Augus- 
ta and Charles S. Castleberry, owner 
of Castleberry’s, Atlanta, predicted 
that this year would be better than 


1960 if present sales held. 


Midwest: Business was slow in the 
Cleveland area. W. J. Collins, sales 
manager of Sow Bros. Appliance Co., 
said profits were down almost 50%, 
and that business was lower than 
last year’s by about 20%. He looked 
to the industry to push color TV. 
But the majority of Cleveland 
dealers had better figures and saw 
a rise coming in the next several 
weeks. They hoped spring weather 
would loosen reluctant purse-strings. 
Detroit figures were the lowest re- 
ported: business was down an aver- 
age 26.5%, largely because of unem- 
ployment. Walter Jasen, owner of 
Jasen’s Appliance, predicted better 
business after Easter, adding, “I be- 
gan eliminating highly competitive 
brands last year, and found it to be 
quite effective. Since I’ve strayed 


from the overly competitive brands, 
business has improved.” 


South: Miami reported a large sales 
drop compared to the first quarter 
of 1960, but the majority of dealers 
in the area believe business has 
“turned the corner.” 

New Orleans was down an average 
of 19.6% from last year. M. E. Per- 
mutt, general manager of the Radio 
Center, said that “If one manufac- 
turer would advertise optimism, oth- 
ers would follow.” 

Dallas had an overall steady mar- 
ket, with half of the reporting deal- 
ers showing sales increases. 

“When sales pick up just a little, 
this improves the morale of our sales 
people and they’re able to sell more 
merchandise. Worried salesmen .. . 
can’t move merchandise,” said one 
dealer. 








Make more profit-and keep it-with 





Room Air Conditioners 
They’re quality-built to protect your profits 





Every unit is produced under the rigid quality control 
program outlined on the Carrier Quality Control Test 
Tag. Result: fewer costly call-backs to eat up your net! 





Every unit is Weather-Armor finished to protect the 
critical 75% of the unit that stays outside the house. 
Result: longer life... greater customer satisfaction. 


And Carrier also gives you these 3 profit pluses . . . the most complete line (5600 BTU to 
20,000 BTU) . . . the finest financing plan in the industry . . . plenty of powerful sales tools. 
For more details, call your Carrier Distributor, listed in the Yellow Pages. Carrier Air 
Conditioning Company, Syracuse 1, New York. 














Air Conditioning Company 
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You get MORE out of the line 


because there's MORE in it! 


More Profit... More Features...More Quality 

















MODEL“15” UPRIGHT FREEZER 





LOOK FOR THE... 


BIG Difference! 


That’s right! We are different. Instead of 
taking quality and features out—we’ve put 
more of them in—but kept prices down. 


Our low overhead and streamlined distri- 
bution costs make the difference. 


*Trade mark registered 
Marshall-Wells Co. Licensor 


THE MARQUETTE CORPORATION 


Minneapolis 14, Minnesota 
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Are you looking for a 
line that gives you 
MORE to offer your 
customers—yet your 
prices are kept low? 


SWITCH TO 





MARQUETTE- Zéas74/"° 


“PROTECTED-PROFITS” SELLING 





CES 


chest rreeze: ne 


Write or wire for full details—Marquette-Zenith Franchise Division «307 East Hennepin, Minneapolis 14, Minnesota FEderal 9-9121 
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CASWELL SPEARE pusBtisHEeR 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Warren S. Ackerman, 
Rudy Bauser, Sanford Wiedenmayer 
(HGDB), 500 Fifth Avenue, N.Y. 36, 
N.Y., OX. 5-5959. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Robert J. Scannell, Edward 
@. Brennan, Bruce Tepaske (HGDB), 
520 N. Michigan Ave., Chicago 11, Ill., 
MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bidg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 68 Post St., San Francisco 4, 
Cal., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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a quick cHeck or INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 





1961 1960 % 
(Units) (Units) Change 
AIR CONDITIONERS, Room.......... Jon. 96,200 67,200 | 443.15 
DISHWASHERS ...........................- Jon. 40,800 37,200 + 9.68 
DRYERS, Clothes, Electric............ Feb. 52,869 69,898 | —24.36 
igh <% 2 Mos. 119,059 144,075 —17.36 
Oe Feb. 28,471 38,469 —25.99 
2 Mos. 65,439 75,895 —13.78 
FOOD WASTE DISPOSERS ........... Jon. 55,900 51,800 + 7.92 
% RE REE Jon. 58,100 53,200 + 9.21 
PHONOGRAPH SHIPMENTS ....... Jon. 291,749 459,729 —36.54 
RADIO PRODUCTION .................. Week Mar. 24 219,042 | 218,265) + .36 
(excludes auto) 12 Weeks 2,317,182 | 2,404,620 — 3.64 
RADIO RETAIL SALES ................ Feb. 666,228 611,479 + 8.95 
2 Mos. 1,246,908 | 1,414,867 —11.88 
TELEVISION PRODUCTION .......... Week Mar. 24 98,865 105,605 — 6.38 
12 Weeks 1,214,548 | 1,457,115 —16.65 
TELEVISION RETAIL SALES ........ Feb. 452,282 507,673 —10.91 
2 Mos. 852,073 | 1,098,540 —22.44 
REFRIGERATORS. ......................... Jon. 225,700 266,700 —15.37 
RANGES, Electric, Standard........ Jon. 71,100 67,400 + 5.47 
Built-in........ Jon. 38,300 46,100 —16.92 
RANGES, Gas, Standard................ Feb. 102,800 136,000 —24.4] 
2 Mos. 197,400 246,900 —20.05 
Built-in................ Feb. 22,000 23,500 — 6.38 
2 Mos. 42,600 46,100 — 7.59 
VACUUM CLEANERS ................... Jon. 242,515 258,330 — 6.12 
WASHERS, Automatic & Semi-Auto Feb. 182,020 222,463 —18.18 
2 Mos. 369,072 425,406 —13.24 
Wringer & Spinner Feb. 45,542 61,177 —25.56 
2 Mos. 87,409 112,799 —22.51 
WASHER-DRYER COMBINATIONS) Feb. 6,034 16,381 —63.16 
2 Mos. 12,417 30,345 —59.08 
WATER HEATERS, ...................... Jan. 52,500 62,700 —14.67 

Electric (Storage) 

WATER HEATERS, Gas (Storage) Feb. 206,700 214,800 — 377 
2 Mos. 433,700 430,300 + 19 

















Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 






KOOL-MOUNT* 


AIR CONDITIONERS 


FIRST 
AND FINEST 
INSTANT 
INSTALLING 
Quiet Kool KOOL eens ’s Largest-Selling Instant 







AIR CONDITIONER 


INSTALLS 
EASY AS 
(a|(2)(3] 

NO TOOLS NO KITS 

WO EXTRAS 
































Pull out rigid side panels. Enjoy quick, cooling comfort 


Place on window sili 


Installing Air Conditioner—available in all capacities, from 
7,000 to 16,000 BTU’s, including “power saver” 1 H.P., 115 volt, 
7.5 amp. units ... yet you can sell from just one model. Write, 
wire or phone your Emerson distributor today! 


*Patent Pending on Sliding Side Panels 
Quiet Kool. 





BP Ase eee a 


: Have you seen 
| the lady’s shaver 
rated best? 


The Lady Ronson Superbe (rated best*) has enormous appeal 
to women because of these exclusive features. No other shaver 
has two separate actions—gentle Trimette action for underarms, 
firmer Beauty Glide for legs. The Lady Ronson Superbe is de- 
signed like a little jewel, and comes in a velvet gift case. Sug- 
gested retail $19.50. If you aren't carrying the Lady Ronson 
Superbe, attach this ad to your letterhead. Ronson will send 
you all the facts you need to add this profitable item. Appliance 
Product Mgr., Ronson Corp., 1 Ronson Road, Woodbridge, N. J. 


#RATINGS AVAILABLE ON REQUEST 














LADY RONSON SUPERBE 
i ca NN A NN RNR 


APRIL 10, 1961 














Emerson Radio (@ ) 
~ Jack Paar is selling 
DoOmINION, 
Hair Dryers... ' 


Are you? 


The Jack Paar Show « NBC-TV 


tt44444 





Rc TIFIED QUAL pe 
Before you buy... be sure to see. Dominion 
DOMINION ELECTRIC CORPORATION »* scence gp 


Dominion’s Seal of Quality 
MANSFIELD, OHIO 


29 








TAKING STOCK A quick look at the way in which the 


stocks of 55 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 


ge. LT] 
Months wee 
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44 Averages of the 55 Stocks 
Listed Below 
40 
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32 
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; Pt to tt 9 6 2330 6 13 O27 6 3 Mas OW 8 3% ft CB 
t ; 
i; Stocks and Dividends 1961 Close | Close | Net 
.j In Dollars High Low /|Mar. 27| Apr. 3| Change 
' NEW YORK EXCHANGE 
; Admiral 15V/e 10% 14% 13% on: 
: American Motors 1.20 21%, 16!/ 19% 21%, aim 165 
} Arvin Ind. 1 28!/g 20 24!/2 28'/g + 3% 
Get set for the boom now! With pose “ery 2 oe Fe pe = _ 3 
ot: ; : arrier 1. fg 32, ‘) — 1% 
more and more families using their CBS 1.40B 40\/, 35% 385, 37%, on 
basements for recreation, working, Chrysler 1A 45% 37% 44\/s 44¥% + Y% 
and storing you can expect a surge in — ss ig +e 32% aie ba : y 
zy : ; merson ri 1 50 4 8 8 
dehumidifier sales in the hot, humid Emerson Radio .S7T 15% 11 14% 13% Bae 
days ahead. Fedders 1B 24 17s 21/5 23, +2 
Be prepared with the sensational competitively priced Kelvinator De- beret ad > wre at soit ay pes ahs 
humidifier. Breaking sales records season after season, the new Kelvinator General Motors 2 47% 409, 455 45% oe 
Dehumidifier is more popular than ever! Superb engineering assures trouble- — _ & El .76* ou 26'/2 20% 31% + 3% 
: : offman Elec. 22%, - 164%, 21 _ 
free performance and dependable service. Removes excess moisture from any Hupp Corp. .25F 10% 3 9, 10% + Ih 
closed area up to 16,000 cu. ft. Full 5-year Warranty backs up every unit. Magnavox 1 73!/, 46 67% 73'/, + 5% 
c letel be cs at ina. Built-i idi Maytag 2A 45 36!/. 44\/4 44¥, + A 
omple = pope < > ages running pony a oc an turns MeGraw-Edison 1.40 0 30% 36%, “9 + 2M, 
= on and off au oma ically. Kemoves up to ga ons of water from air Minn. M&M .60 84!/y 70!/g 80!/, 84/5 + 4 
daily. Eliminates mildew, musty odors, pipe rusting, dripping walls. Runs Montgomery Ward 1 34%, 28 32% 31% — kh 
so smoothly it’s hardly heard! Monarch .04 18'/2 13% 15% 18'/2 + 2% 
F : et Motor Wheel 1 20!/ 11% 18 19\/, + I, 
Unmatched for beauty. Rich, vinyl clad steel cabinet in smart Gray Tweed Motorola 1 90'/, 75/g B4/e | 85i/, + Il, 
color is accented by shimmering gold anodized aluminum grille. Rolls to curiae See 3 30% jg re 30/5 = "% 
. ‘4 | 
any part of basement on durable casters. Phileo wpiaccccass 24Y/4 17% 231/ 9/2 = i, 
RCA 1B 59% 49'/> 56!/2 574, + 1, 
Raytheon 2.37T 42'/, 351/, 40% 4! + 
Rheem 18!/, 13!/ 17%, 17 _— Y, 
Ronson .60 18'/ 12%, 16% i8 + Il, 
Roper GD 24\/4 165 22'/2 22\/> a 
Schick 14\/, Bl/, 11%, 11% — & 
Siegler Corp. .40B 33% 27 30% 315% + 
Smith A. O. 1.60A 36% 31% 33, 34 + 
Sunbeam 1.40A 54'/, 45% 46 45\/, — '’ 
Welbilt .10E 5% 4\/ 5% 5% — » 
Westinghouse 1.20 50 405% 441/, 43% — kh 
Whirlpool 1.40 32% 27/4 31", 33 + I, 
Ss! Zenith 1.60A 135% 97\/4 121% 135% | +14 
ANDING PROMOTIONAL AID AMERICAN EXCHANGE ; : | 
lvi- asco Pd. .35E 10'%4 6%, 10 a — 
ourst _sell literature, aire spe Century Electric 10%, 5%, 8 8\/, + 
olor display, sure-to” use, and hard Wor lronrite .25T 8l/4 si, | Ys 6/4 + & 
Striking 4-c Guide for give-away Lynch Corp. 87T 12/4 Bl/, 10% 10% — 
nator Humidity be available to you. Muntz TV 5, 4 4] 4\/, — ¥ 
newspaper ads will National Presto .60 | 25% 12/4 |  22Mg 22/4 — 
Nat. Un. Elec. (Eureka) 3/, 1% 2%, 3/, + \% 
Pentron 53% 2% 5 5 —_ 
Proctor-Silex | 7% 5¥e | 6% 7% = 
ee Republic Trans. | % 4/2 | 8!/2 7H% — I% 
Ke yf ¥ Telectro Ind. | 21% 7¥, 8 8 a 
@aVar2 itor MIDWEST EXCHANGE | 
Knapp-Monarch — _ 6% 8% + 2 
DEHUMIDIFIERS = jn" ee ee 
Webcor —_ _ 11% 1 % 








COLUMBUS 13, OHIO 
ae eae ee Gee me eee eae ee ae eee ee ee eee ees ae eee ee ce eee ee es ce ees ee ce + A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during 
1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 

cash value on ex-dividend or ex-distribution date. 





| 
MAIL cou PON Kelvinator Dehumidifiers, Dept. 91, Columbus 13, Ohio 


TODAY! Rush complete details about the sales winning ANALYSIS: Although the market Among the many reasons given 





| 
| 
Kelvinator Dehumidifier line. milled around for the most part last were: Upturn in steel production; 
Discover the cal sia | | week, the close of business on April auto manufacturers stepup of order 
summer profits . | 3 saw the heaviest trading» for a taking ; the predicted second-quarter 
firm ! single day (6,470,000 shares) in over retail sales pickup; spring weather; 
ew | five years. This almost spectacular and the administration’s intention of 
| market enthusiasm was not easily strengthening defense operations. 
city ia zone state 7 | explained, but most analysts specu- EM WEEK’s chart was up % pt. Eight 
SAREE = 0 Sige Gage eee gis 4 age RE ok woe NS _ | late about the sudden interest. new highs were recorded. 
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Stays 


! 


Buyer’s market? Profit squeeze? Recession? 


Whatever you call today’s economic climate, you 
know that businessmen are worrying about profits... 
searching for new ways to cut costs, boost sales, or both. 

In this climate Reader’s Digest announces, with real 
satisfaction, a decision to hold the price line while 
offering a significant increase in value: 


Effective with the March, 1961, issue and continuing 
through 1961, the Digest guarantees its advertisers 
an average paid U.S. circulation of more than 
12,500,000. Advertising rates are unchanged. 


The new circulation guarantee is up half a million 
from the rate base that was in effect for 1960’s last 
issue. Just two issues ago (January, 1961), the rate 
base was increased to 12,300,000. 





All-time high in reader demand 


Reader demand for the Digest is at an all-time high. 
For example, average paid circulation climbed to a 
new record of 12,592,912* for the last six issues of 


Cost of advertising in Readers Digest 


200,000 more _-tol 


down 


as circulation guarantee 


Jus UL 


2500000 





1960. That is up 581,523 from the average for the 
same period a year earlier. 

Subscription circulation alone grew more than 
508,000 to a new record-high average of 10,716,297. In 
addition, single-copy (chiefly newsstand) circulation 
rose about 73,500 per issue, to an average of 1,876,615 
during the last six months of 1960. 


You can profit now 


Whether your present advertising program is broad- 
cast or print, national or regional, take another look 
now at the Digest’s remarkable advertising values. The 
predictability of the audience, its high economic and 
educational level. The unique confidence that people 
have in what they see in the Digest. The growing circu- 
lation. And the fact that this magazine will maintain 
present advertising rates for all 1961 issues. 





*As filed with 
the Audit Bureau 
of Circulations, 
subject to audit 


People have faith in 


eaders 





Here’s what your money buys in the leading magazines 


Ladies’ 
McCall's Home 
Journal Post Look 
6,700,000 
’ 6,700,000 6,500,000 6,500,000 


Reader's 
Digest 


12,500,000 





Circulation 





Life 





6,700,000 








Cost” $3.48 





Sao 


*Cost of a 4-color page for each 1000 circulation 
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Digest 














Sunset 


Better 600,000 
Homes Good 
a Housekeeping 
Gardens 
5,100,000 4,700,000 a 







Source: Standard Rate & Data Service, February 27, 1961 
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PUT VOUR GEL F IN THE GBGRivVerR’'s SEAT WHITH KELVINATOR 


All across the country... 

appliance dealers are 

» earning Ramblers 

by selling Kelvinator! 



















In January Kelvinator announced an opportunity for 
dealers to derive extra benefits from their Kelvinator 
franchise by making it possible to earn America’s 
finest compact car . . . Rambler! 


This is an offer that only Kelvinator can make—and 
it’s available to all Kelvinator dealers . . . even the 
smallest . . . through the ‘'Sell Kelvinator—Drive 
Rambler” program! 


This program, in effect, is adding substantially to 
Kelvinator dealers’ net profit in. 1961! 


There's no limit either! Any Kelvinator dealer .can 
earn all or a part of the cost of any number of 
Ramblers in any models he chooses . . . from pert, 
perky Rambler American convertibles to luxury 
compact Ambassador sedans! 


Kelvinator makes them easy to earn, too, with excit- 
ing models, a dramatic short line, vigorously com- 
petitive prices, and factory-supported retail promo- 
tions that sell—plus the invaluable Constant Basic 
Improvement program. 


Why not put yourself in the drivers’ seat with 
Kelvinator! Call your Kelvinator representative 
today for full details. 


KELVINATOR DIVISION, AMERICAN MOTORS CORPORATION, DETROIT 32 MICHIGAN 
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